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Visitors entering The Woman’s Magazine Building, St. Louis, Mo. 


Above photograph shows last of party of nearly 800 members of the 
American Federation of Women’s Clubs entering the main entrance of 
the Woman’s Magazine Building. Several hundred are inside inspecting 
and admiring the spacious and magnificently decorated corridors of the 
finest publishing offices in the world. 

Thousands of our readers are visiting our great plant daily coming into personal 


contact with us, and forming a bond such as no other publication ever had between 
reader and publisher—the bond of personal acquaintance. 


THE WOMAN’S MAGAZINE 


(Opposite World’s Fair Main Entrance), 


SAINT LOUIS, - - MISSOURI. 


EASTERN OFFICE: WESTERN OFFICE: 
1402 Flat Iron Bldg., New York. 66 Hartford Bidg., Chicago. 





PRINTERS’ INK, 


Some Men Pay 


$10,000 for an expert to manage their ad- 
vertising. There are others who pay $5 
for an annual subscription to PRinTErs’ 
Inx—the leading journal for advertisers 
and business men, published every Wed- 
nesday—and learn what all the advertisers 
are thinking about. But even these are not 
the extremes reached. There are men who 
lose over $100,0co0 a year by doing neither 
one. 


Every business man connected with 
advertising in any way should be a regular 
reader of Printers’ Ink. This statement 
includes retailers, wholesalers, manufac- 
turers and jobbers alike. No business man 
ever read PrinTERS Ink and did not be- 
come a better informed business man for 
doing so, 


The annual subscription price to Print- 
ERS’ Inx is Five Dollars, payable in ad- 
vance, or less than Ten Cents a week. 


If you are timid about the Five, send 
One dollar for a three months’ trial sub- 
scription and get convinced that it is the 
wisest expenditure you ever made. 


ADDRESS 


CHAS. J. ZINGG, 


Business Manager PRINTERS’ INK, 
10 SPRUCE STREET, NEW YORK. 














ENTERED AS SECOND-CLASS MATTER AT THE 
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SUCCESSFUL YOUNG 
MAIL-ORDER HOUSE. 


A 





Five years ago the firm of Bul- 
lock, Ward & Co. began a mail- 
order business in Chicago with $2,- 
ooo and an idea. Their first office 
was a small room at $25 a month. 
The first month’s advertising ex- 
penditure was $150. For the first 
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$100,000 yearly, and is pointed out 
as one of the most promising mail- 
order houses in Chicago. 

This is the shell of the story. To 
infer from it that success comes 
easily in the mail-order field, how- 
ever, would be wrong. The 
growth of Bullock, Ward & Co. is 
due to hard work and the adher- 
ence to an underlying idea that, 
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six months the members of the 
firm handled their correspondence 
alone and packed all goods for 
shipping, 

To- -day this firm occupies seven 
floors in a large building at 60 
North Desplaines street, has a 
force of 100 employees, an adver- 
tising expenditure of more than 
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while not at all new, is $ grounded 
on sound business sense. 

The two largest mail-order 
houses in Chicago have built up 
their great trade by selling every- 
thing conceivable to eat, drink, 


wear and use through their cata- 
logues. 
a cash 


Their trade, too, is wholly 
business. Bullock, Ward 
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& Co., on the contrary, have con- 
fined their operations to a single 
line of soaps, flavoring extracts 
and toilet requisites, doing business 
onacredit plan. Their idea is an 
amplification of the well-known 
“trust” scheme, which has been so 
successful in mail-order operations. 
This “trust” scheme consists in ad- 
vertising for people who are will- 
ing to sell a few quick-selling ar- 
ticles to friends in return for a 
premium. Boys and girls answer 
these ads, in the majority of cases, 
and receive by return mail entirely 
“on suspicion,’ a dozen cans of 
baking powder or as many shirt 
waist sets. These are sold at 
ten cents each, and when the 
money is returned to the adver- 
tiser the agent receives the promis- 
ed premium, which may be any- 
thing from a wax doll to a full- 
jeweled, engine-turned, double- 
escapement solid gold watch with 
Mr. Ingersoll’s own name on the 
lid. There the transaction ends, 
usually. 

Bullock, Ward & Co. have put 
this “trust” idea on a more per- 
manent basis. Instead of children, 
the firm appeals to men and wo- 
men, and instead of seeking a single 
transaction, based on a more or 
less catchy premium, a lasting busi- 
ness relation is begun with local 
agents who send in regular orders 
for staple articles. With each ten 
dollars’ worth of soaps, etc., sold by 
its agents the firm gives substan- 
tial articles of furniture. “Furnish 
your home without cost” is its 
catch-line, and the key to the busi- 
ness. Credit is freely extended in- 
quirers for sample cases, but only 
after further correspondence and 
the furnishing of reference from 
responsible persons in the inquir- 
er’s own locality. 

“We claim nothing new for the 
idea of our business,” said Mr. 
Ward, “except that we made it 
larger. Our success is due to the 
fact that we hung on through the 
period necessary to establish the 
business on a paying basis. There 
is no profit on the first order 
brought in by our advertising, and 
wasn’t five years ago. There were 


no profits during our first year, 








and we didn’t dare draw anything 


out the first six months. By the 
second year, though, we got our 
volume of business up to a point 
where it paid, and carried the ad- 
vertising. Before that the adver- 
tising was a heavy expense, It 
would take three years to establish 
such a business now, conditions 
have grown so much harder,” 

“In what respect?” 

“Well, the direct returns of 
mail-order advertising are small, 
and in order to build up a big mail 
trade it is necessary to establish 
lasting relations with people and 
sell them staples. Many advertis- 
ers imagine the mail-order trade is 
a traffic in the novelties they see 
advertised in mail-order papers. It 
was, once on a time, Now, how- 
ever, novelties are employed only 
to create interest and bring an in- 
quiry,.and I doubt their value even 
for that. When a man comes in 
here’ with a novelty to sell we 
freeze up right away. The things 
that everybody uses every day— 
that’s the foundation of the large 
mail-order house. It takes time to 
get through the period of inquiries 
and profitless orders. When re- 
peat orders begin to come the busi- 
ness is On a paying basis. Inquir- 
ies cOst more nowadays than they 
did a few years ago. There is 
greater competition, 

“The first step in launching our 
firm was the writing of the first 
advertisement. Here it is—a 
single inch ad that ran in a small 
list of mail-order papers. Now 
we use full page ads in a large list, 
in preferred position on the out- 
side cover when we can get it. 
Both Mr. Bullock and I had had 
experience with a house selling bi- 
cycles by mail, and we thought that 
we knew how to go to work to ad- 
vertise this proposition. It seemed 
that good results could be secured 
in mediums outside the mail-order 
papers—magazines, farm journals, 
and so forth. We've tried them 
all, only to come back to the mail- 
order journals as a permanent me- 
dium. 

“What makes them so? Well, 
they bring replies at the lowest 
cost. The publications like Com- 
(Continued on page 6) 
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Little Lessons in Publicity.—Lesson 53. 


‘Merit Has Its Own Reward 


Not every article having merit is successful. The road ‘ 
to success is strewn with the wrecks of concerns whose pro- 
ductions were meritorious and deserving of a better fate. 








Then why do we say “merit has its own reward?” Be- 
cause the merit of an article consists not alone in its intrinsic 
worth, but in the merit of the method of its exploitation with 
the public as well. 


When you advertise something of merit in a newspaper, 
it should be in a clean, wholesome, meritorious paper. 


That “evil associations corrupt good manners” is a 
truism. It is an axiom. Never place an advertisement of 
merit in the company of one of evil character. 4 


Keep your advertising clean by placing it in the following 
list of meritorious papers, and it will be proven to you that 
indeed “merit has its own reward.” 





WASHINGTON STAR 
BALTIMORE NEWS 
INDIANAPOLIS NEWS Papers of Merit 
MONTREAL STAR 

MINNEAPOLIS JOURNAL 

















A. E. CHAMBERLAIN, M. LEE STARKE, W. Y. Perry, 
‘tlbune Sulldeg.” Mgr. General Advertising, “fligive buldieg,” 
New York. — NEW YORK CITY. Chicago. 











fort, the Ellis list, Vickery & Hill 
list, Sawyer list, Woman’s Maga- 
zine, Lupton’s papers, etc., have a 
monthly circulation of at least 10,- 
000,000 copies. That means 50,- 
000,000 readers. Now, it seems in- 
consistent to say that none of the 
magazines reach this clientele— 
more than half the people in the 
United States—in paying quanti- 
ties, so far as our own proposition 
is concerned. Yet it is so. We've 
spent good money to find .out. 
There must be a good deal of dup- 
lication in the circulation of the 
mail-order papers, but I figure that 
they have at least 10,000,000 read- 
ers with no duplication. Many of 
these readers take magazines, farm 
papers, religious papers, etc. Yet 
when they consider a mail-order 
proposition they seem to turn to 
the mail-order papers alone. 

“We tried monthly magazines 
—McClure’s, Everybody’s, Cosmo- 
politan and others. McClure’s 
brought the greatest number of re- 
plies, but even that was too costly 
—replies cost three times what we 
got them for in the mail-order pa- 
pers. We tried the farm papers 
and religious press, too, with the 
same results. You’d think the 
farm papers would reach much the 
same class as the mail-order jour- 
nals, wouldn’t you? But they don’t. 

“Ours is a working proposition 
rather than a selling one. It ap- 
peals to people who have more 
time than money, and who will act 
as local agents for our goods. Our 
agents are nearly all located in 
villages and small towns—not in 
cities or on farms. The magazines 
go into cities, and the agricultural 
papers to farms, so they both miss 
our natural clientele. The religi- 
ous papers were least profitable of 
all. Nine-tenths of our agents are 
women. More than three-fourths 
of our business is east of Chicago, 
and nearly nine-tenths east of the 
Mississippi River. Practically all 
of it comes from north of the Ohio 
River. We look with a little dis- 
trust on inquiries from the South, 
as the class of people who make 
the best agents will not canvass 
down there. 

“Among the mail-order journals 
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we have got the best returns from 
the Lupton publications, Their 
rate is a trifle high, but we get into 
good company. The kind of ad- 
vertisers in a mail-order paper 
must be considered in advertising 
an honest, enduring proposition, 
Most of these publications have 
weeded out the swindlers, and the 
swindler is being weeded out nat- 
urally because the profits on 
swindling advertisements are 
growing less year by year. You 
can’t swindle a reader more than 
once, you know, and profit lies only 
in lasting business relation, A 
few of the mail-order papers we 
avoid, however, just because our 
advertising would appear in bad 
company. 

“McCall's Magazine has proved 
an exception to the general rule 
that mail papers are our only me- 
dium. We use page ads on the 
cover, and get good returns, [ 
should class it as excellent. An- 
other good medium that cannot be 
classed in the mail-order field is 
the Ladies’ World. It brings us 
very fair returns. The Farm 
Journal, of Philadelphia, is good, 
too, as it goes into towns and vil- 
lages and has a much larger cir- 
culation than any other farm paper. 

“Our business has a distinct sea- 
son for advertising. Agents sell 
our goods all the year round, and 
are perhaps a little more active in 
summer than during cold weather. 
But it pays to slack up on advertis- 
ing in the summer months because 
advertisements are not so thor- 
oughly read. People are working 
in their gardens and living out- 
doors. Not so much reading is 
done. Replies cost us just about 
twice as much in summer as in 
winter. But when a good organi- 
zation of agents has been built up 
in winter it goes right on produc- 
ing business. 

“There is a percentage of loss in 
our business through dishonest 
agents, for we are liberal in ex- 
tending credit. But it is very 
small—much less than with the old 
‘trust’ idea. By demanding refer- 
ences we get honest agents. On 
the whole, people are more dis- 
posed to be honest than dishonest.” 
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SPHINX CLUB NOTES. 


The attendance at Sphinx Club 
dinners is between 100 and 150 
members. W. W. Hallock, treas- 
urer of the club, has received 131 
replies to his recent letter asking 
what beverage the members wished 
to have served. The results were 
as follows : 







Votes 
White Seal Champagne .......... 94 
Pol Roger si 80bebean 4 
Pommery eT - | Gea atny oe 3 
Irroy nal os, aetase te 
eee souet.  gwauieweadie 2 
Ct sees. sane 2 
pe ES er ree I 
Scotch Whiskey. .....secccccceess 3 
Rye Whiskey .......02:ccccsecses I 
Sauterne ....... 2 
Burgundy 3 
Beer .... I 
I i 065 50's I 
White Rock 8 
Ginger Ale ... I 


This definite expression of 
opinion relieves the club’s pains- 
taking secretary of much responsi- 
bility, as prior to the canvass he 
found it necessary to keep a tabu- 
lation of members with the especial 
beverage of each recorded opposite 
his name, 

* * * 

Mr. Hallock is compiling a vol- 
ume that promises to be of great 
interest to members. ‘lhe roster 
of the Sphinx Club now includes 
201 names of advertisers, publish- 
ets, advertising agents, managers 
and other persons connected in 
some way with the buying, selling 
or filling of space. A considerable 
number of the members live in 
foreign countries, while others are 
in remote American cities. Mr. 
Hallock’s book will contain a por- 
trait of each member, with his 
autograph, residence and ‘business. 
To avoid all difficulties that might 
arise over questions of precedence, 
the portraits will be ranged alpha- 
betically, and as the collection 
makes an album of singularly in- 
telligent, prepossessing men whose 
likenesses might be appropriated by 
unscrupulous parties for advertis- 
Ing purposes, it will be protected 
by copyright. Exceedingly fine 
half-tones have been made for this 
book at a low rate by the Binner- 
Wells Co., Chicago, and the print- 
ing is to be done at a special rate 
by the Barta Press, of Boston. The 

edition will be limited to 300 copies, 
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distributed only to members. Many 
members of the Sphinx Club who 
have been unable to attend its din- 
ners will thus have set before them. 
portraits of their fellow members. 
Besides several members in Eng- 
land and Europe, the club has one 
in Australia—Gregory Wride, the 
Sydney advertising agent. Mr. 
Wride has attended two dinners 
during visits to this country, and 
hopes to return for another in 
about seven years. In addition to 
the portraits there will be a short 
historical introduction. The Sphinx 
Club was founded in July, 1896, 
with sixteen members, and was the 
first organization of advertising 
men ever formed. For some time 
it was a local organization, limited 
to thirty members, but later the 
number was extended to fifty, and 
finally it became advisable to admit 
applicants from other cities and 
foreign countries. During eight 
years the club has given sixty-five 
dinners and discussed many adver- 
tising questions. At the beginning 
of its ninth year it is prosperous 
and healthful. Those who have 
served as presidents since the or- 
ganization are as follows: M. M. 
Gillam, 1896, 1897, 1898; Artemus 
Ward, 1898-99; George P. Rowell, 
1899-1900; Herbert B. Harding, 
1900-1901; George H. Daniels, 
IQOI, 1902, 1903, 1904. 
x * 


The Sphinx Club programme 
for the coming winter consists of 
the customary monthly dinners. 
During October, November and 
December these will be held on the. 
second Wednesday in each month 
at the Waldorf-Astoria, New York. 
Beginning with January the date 
will be changed to the second 
Tuesday, in the belief that a larger 
attendance will be secured on that 
day. The leading speaker at the 
October dinner will be Elmer Bliss, 
of the Regal Shoe Co., Boston. It 
is planned to have two ladies’ 
nights instead of one as heretofore, 
these being scheduled for the first 
and last dinners. 


ADVERTISING, like vaccination, is de- 
pendatory upon the value of the “point,” 
and the skill with which it is handled. 
In each case a good point skillfully 
impressed will “take,” and the desired 
result be obtained.—Anco Special. 
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ADVERTISING LIFE INSUR- 
ANCE LOCALLY. 


Compared with the great and 
famous names in life insurance, 
the Illinois Life Insurance Com- 
pany, of Chicago, is a modest little 
corporation. Still, its capital is 
$5,000,000 and after ten years of 
business it has $36,000,000 worth of 
insurance in force. Furthermore, 
its officers mean that it shall be a 
big strong company some day, 
operating nationally. Present ac- 
tivity is confined to Chicago, which 
is a large field in itself, but in its 
home city the Illinois Life is very 
active. The work of a thorough 
staff of agents is backed up by ad- 
vertising in Chicago elevated cars, 
both to create inquiries and to 
make the company’s name familiar, 

The local agent is inseparable 
from life insurance advertising. He 
it is who must follow up all in- 
quiries, and when the “prospect” 
cannot be reached through an 
agent the business is practically 
lost. No method has yet been de- 
vised for selling life insurance di- 
rect, nor is it possible to bring 
desirable “risks” to the offices of 
the company or its agents. Indeed, 
it is said that ninety per cent of 
all persons who apply direct at the 
office of a company for insurance 
are risks rejected by other com- 
panies, for when a man learns that 
he is physically unfit for insurance 
he hunts it sedulously. 

“The Illinois Life began using 
car cards in 1900,” said vice-presi- 
dent R. W. Stevens, “and in four 
years has secured gratifying results 
upon a very reasonable expendi- 
ture. While we watch returns 
closely to determine the worth of 
our advertising, we feel that the 
actual business we can trace to the 
cards is not the true criterion. By 
far the most valuable effect is that 
which produces prestige for the 
company and makes its name 
known to Chicagoans, for the work 
of our agents is thereby made 
easier. Our cards are changed 
frequently, and in writing them 
we have done considerable ex- 
perimenting to find out what was 
the best line of appeal. Some of 
the developments were interesting. 
Several times, for example, we 


’ 


PRINTERS’ INK, 












have put out pithy cards that were 
enthusiastically commended by our 
advertising friends, only to have 
them fall flat with the public, 
Again, we have used arguments 
that were condemned by experts 
as pointless, or too long, to find 
that they made a real appeal to 
readers and brought results. 

“Tt is difficult to tell much 
about life insurance on a car card, 
or in any form of advertising 
meant for readers who are not 
thinking about insurance. To tell 
how insurance works or explain a 
certain form of policy at length ig 
to be boresome. After a man has 
been persuaded to think of insur- 
ance he will read a good-sized 
booklet, but the initial advertising 
must be brief. I have almost come 
to the conclusion that little should 
be said about policies or insurance 
in streetcar ads, but an appeal 
must be made to some fact in the 
reader’s own life. The one great 
eternal fact of life insurance is— 
Death. Our best results have been 
secured by dwelling on the idea of 
death. A year ago we put outa 
card with the query ‘Will your 
widow dress as well as your wife 
does?’ It was a decidedly direct 
question—so direct that people dis- 
liked it. Women particularly took 
pains to let us know they thought 
it in bad taste. But this blunt 
question hit home, and contained a 
truth that lost nothing by being 
unpleasant. I am inclined to think 
it did us a great deal of good. A 
similar card was one with the sim- 
ple question ‘When you die how 
will they get along?’ 

“The one purpose of life insur- 
ance is to protect. Of late years 
the companies furnish many forms 
of policy that combine saving with 
protection, but they are all based 
on pure life insurance. Endow- 
ment policies are very popular, and 
also profitable to the companies. 
For advertising purposes they offer 
excellent arguments, and we have 
not neglected our endowment 1n- 
surance in advertising. Yet I be- 
lieve that advertising directed sole- 
ly to the idea of protection is bet- 
ter than that which lays emphasis 
on the saving idea of the endow- 
ment policy, The endowment form 




















of insurance appeals to the selfish 
side of a man’s nature. In adver- 
tising it you say, in effect, ‘Take 
out a twenty-year endowment pol- 
icy and at the end of that term 
we pay you back such-and-such a 
sum.’ With straight life the in- 
sured himself gets nothing, of 
course. But the money he can af- 
ford for insurance will buy him 
greater protection for his family. 
In advertising straight life, there- 
fore, an appeal is made wholly to 
a man’s unselfish nature, and on 
behalf of his wife and children. I 
believe that by appealing to this 
unselfish side greater results can 
be obtained through advertising, 
and I also think that the man who 
will be attracted by the other argu- 
ment first—that is, who would like 
to make a profit on the protection 
he gives his family—will be harder 
to sell insurance to. I also believe 
that all advertising which aban- 
dons this main idea of protection 
and centers the reader’s attention 
on the strength or size of the 
company is more or less ineffective. 
These last-named arguments are 
prime favorites with the compan- 
ies that spend most for advertising, 
as you doubtless know. Yet I 
think they are futile, for practical- 
ly all life insurance corporations 
now doing business are in excellent 
financial condition, and there have 
been no failures in years. The 
strength idea is unquestionably ef- 
fective in bank advertising, but al- 
most superfluous in life insurance 
publicity. 

“One drawback may be cited 
against the protection idea—every 
advertisement dwelling on this 
theme is an advertisement for all 
life companies. In fact, our own 
advertising in the elevated cars 
ought to help every company in 
Chicago. Yet I believe the returns 
to a company adhering to straight 
protective arguments will be great- 
er than where an attempt is made 
to make the advertising inseparable 
rom the company itself by means 
of a distinctive fact regarding size 
or strength. 

“We have not seen our way to 
taking up advertising in mediums 
that circulate outside of Chicago, 
as we have not the agents neces- 








PRINTERS’ INK. _ 9 


sary to take care of results. Nor 
have we gone into the Chicago 
newspapers as yet. The elevated 
cars give us just about as much 
publicity as we need at present. 
Sometimes we take space in a 
novel medium, as for instance in 
the Chicago Blue Book and the 
City Directory. This space, how- 
ever, was taken because we had a 
very apt idea to fit it. Our ad in 
these books read, ‘This Directory 
is imperfect for the reason that 
between the time the presses began 
to run it off and its delivery into 
your hands many of those whose 
names appear have passed away; 
this suggests life insurance.’ As 
the father of this ad perhaps I am 
a bit partial to it. Yet on the back 
cover of the Chicago Directory, 
where it appears this year, I think 
it is in an effective place. 

“The public has been educated to 
think of life insurance in connec- 
tion with an agent. Practically 
all iquiries for information ask 
that an agent be sent, though some 
people make a point of writing for 
rates to half a dozen companies 
and stating that agents will not be 
received. The agent is inseparable 
from the conduct of our business, 
and advertising beyond the selling 
organization is wasted. Where the 
company has agents, however, pub- 
licity is invaluable. It is worth a 
good deal to a company to have 
its name known. In Chicago the 
Illinois Life. probably secures as 
good results for its expenditure as 
any company in the country.” 





Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 
Prints nothing but original matter and 
brings an abundance of articles and 
items of special interest to German- 
Americans, which accounts for the im- 
mense popularity of the paper in the 
German settlements everywhere. “ 


‘Bout Advertising Letters 


The First Edition of ‘ EXCERPTS 
FROM MY SCRAP-BOOK ” in pocket size 
booklet is ready. First s00 are Autograph 
copies. Sent for five red stamps or their equiv- 


alent. 

FRANKLYN HOBBS, 
Composer and Editor of Advertising Letters 
CAXTON BLOCK, CHICAGO 
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ADVERTISING A UNIVER- 
SIT y. 


Five years ago the University of 
Nebraska, which is chiefly agricul- 
tural in its curriculum, hada yearly 
attendance of about 1,500 students. 
To-day the average attendance is 
2,700 and constantly increasing. 
During the interim this institution 
has been advertised in a most in- 
genious manner, until it is now 
one of the best-known agricultural 
universities in the West. 

Harrison G. Shedd,’ is secretary 
of the university, part owner of the 
Lincoln Daily Star, and a young 
man with energy and the advertis- 
ing instinct. In 1900 he was con- 
ducting a course in English litera- 
ture at the institution. For the 
purpose of making the university 
better known in its own State he 
devised a sysem of advertising that 
not only brought excellent results, 
but which can be duplicated by 
other universities and colleges. 

A class in journalism was form- 
ed first, and proved most attrac- 
tive to students. Mr. Shedd is a 


practical newspaper man. He as- 
signed his students on regular 
news-gathering “runs,” some to 


athletics, others to the social life 
of the college, others to the profes- 
sors, students and so forth. Each 
student wrote his news and turned 
it in every night, exactly as though 
it were for a daily paper. Two 
trained newspaper men went over 
this “stuff,” cutting down, altering 
and putting it in shape for publi- 
cation. The corrected papers were 
then returned to students. Once 
a week Mr. Shedd lectured on the 
papers, pointing out errors and 
suggesting methods. 

From the mass of information 
gathered each week were culled 
items that had real news value. 
These were written out and mim- 
eographed, and copies sent to every 
daily paper in Nebraska, Iowa, 
Eastern Colorado and the Black 
Hills country of South Dakota. It 
is from this territory that the Uni- 
versity of Nebraska draws its stu- 
dents. Copies were also sent to the 
Chicago papers, as they circulate 
extensively through the States 


mentioned. This manifold matter 
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was freely used by all papers, and 
every time an item was printed jt 
contained the name of the univer- 
sity. 

An auxiliary press service was 
organized to reach the country 
weeklies in Nebraska. This con- 
sisted of news items of more local- 
ized interest, sent out in manifold, 
and as every section of the State 
has students at the university, coun- 
try editors were glad to print the 
matter. Reports on-progress in deal- 
ing with hog cholera and epidemics 
furnished interesting reading for 
farmers. Students were encourag- 
ed to write additional weekly news 
letters to their home papers, and 
for each letter sent out twenty-five 
cents was paid. Sometimes a 
student corresponded with several 
weekly papers. 

A third service of letters was 
sent to graduates of the university. 
Mr. Shedd says that the most val- 
uable advertising medium an edu- 
cational institution has is_ its 
alumnus, but after graduates have 
left the average college they are 
usually forgotten by the faculty. 
His letters to the alumni told of 
improvements made in the courses 
of study and urged them to per- 
suade young men to attend in the 
interests of Nebraska’s agricult- 
ural industries. 

This threefold service not only 
gave wide general publicity at 
small expense, but brought many 
direct inquiries. To each inquirer 
was sent, first, a booklet contain- 
ing nothing but pictures of the 
university, with a letter. A week 
later another letter was sent with 
a booklet of more specific informa- 
tion regarding courses and cost of 
tuition. A week later another 
booklet went out. Each inquiry 
was followed up with from three 
to five letters and booklets. Mr. 
Shedd reasoned that if mail order 
advertisers could afford to follow 
inquiries closely and_ persistently, 
an agricultural college with some- 
thing of incalculable benefit to 
offer could do the same. 

Inquiries of two distinct kinds 
were developed. Parents wrote on 
behalf of their children, and were 
easily convinced of the advantages 
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of an education in scientific agri- 
culture. Having their minds al- 
ready made up, little more than 
detailed information regarding 
cost of teaching and living, the 
best courses to follow, the time 
needed, etc., was necessary to 
bring a student. The other class 
of inquiries came from young peo- 
ple, and were often difficult to 
handle. A farm boy wrote, per- 
haps, that he would like to take 
certain courses, but that his father 
thought he ought to stay on the 
farm. In these cases the follow-up 
work was directed at the father. 
Personal letters and literature were 
sent him to change any “sot” mis- 
conceptions he might have about 
agricultural education. These often 
brought him to a new point of 
view. Where he proved very 
stubborn, however, the aid of peo- 
ple in his neighborhood was called 
into requisition. From the list of 
2,500 graduates were selected those 
living near the doubter. They were 
requested to call on him and talk 
the matter over. The request was 
never disregarded, and in many 
cases graduates on farms managed 
along modern lines were able to 
make practical demonstrations that 
carried far more weight than mere 
words, Superintendents of the 
local schools were also enlisted on 
behalf of the university, and all 
reasonable pressure brought to 
bear. In by far the greater num- 
ber of instances this follow-up 
work brought students. 

The service is not expensive, and 
the direct results have more than 
justified the trouble taken with it. 
Furthermore, a good foundation 
has been laid for future results, 
for by spreading information about 
itself the university has come close 
to the people of Nebraska, led them 
to use its facilities for helping 
farmers as well as students, and 
established the university idea for 
a generation to come. 








“Brain Brokers” is a terse, inspiring 
booklet dealing with the well-known 
Hapgoods” service for placing capable 
men in responsible positions. This 
agency now has offices in New York, 
Chicago, Philadelphia, St. Louis, Cleve- 
land, Washington, Seattle, Minneapolis 
and Pittsburg, with representatives in 
twenty other cities. 





Mr. Sane 
Was Right 


Mr. Lawson stated last June, 
when his first article appeared, 
that Everybody’s Magazine 
would increase to a half-million 
circulation with the early fall 
numbers. We hoped for this 


Tesult, but did not believe the 


prophecy would come true. 

Mr. Lawson was right, but 
not expecting such a big in- 
crease in circulation, we are in- 
serting advertising at ridicul- 
ously low prices. 

Mr. Lawson now states that 
Everybody’s Magazine will 
have a million circulation next 
spring, and in view of the fact 
that “Frenzied Finance” will 
run for at least twelve months 
longer, the later prophecy may 
likewise prove true, 

We do not want such an im- 
mense circulation so soon, and 
the intelligent advertiser who 
is buying space in Every- 
body’s Magazine at the pres- 
ent time knows one good reason 
why this would not be a desir- 
able thing for us. 








COPY THAT HAS CHAR- 
ACTER 


The Keeley Brewing Co., Chi- 
cago, makes a brew of ale after 
the process employed in England 
in the good old days, their ale de- 
partment being under the supervi- 














sion of an English brewmaster. 
This product was ready for the 
market some time ago, and a news- 
paper campaign seemed the proper 
way in which to introduce it. Copy 
like that which has become con- 
ventional in beer advertising was 
prepared, but the ads did not ap- 
pear to take hold as they should 
have done in the Chicago papers. 
Then the plan of running ads with 
the flavor of olden England in them 
was tried, and has proved an entire 
success. In less than a year the 
sales of this ale have more than 
doubled in Chicago, while its rep- 
utation has spread and small cam- 
Beewed by “Ye Olde Countrie” Process, 


¥ote 
—_ALE 


Absolutely Pure. Thoroughly Aged. 
Sparkling with Healthfulness. 


“Ye Olde ie Ale” os light, "mellow, uvigorating, gratifying, Achsowledged 


1 dow. bottles, $1.50. On dravght Ask the barman. 
Out of tows orders promptly expressed 
KEELEY BREWING CO. Chuago. ‘Phone South 349, 
















paigns are being inaugurated in 
other cities as fast as arrange- 
ments can be made to place the 
ale on sale through agents. 

The manner in which the adver- 
tising works out is interesting, 
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The chief object of the campaign 
is home trade, and the ads lay 
stress on the advantage of having 
a case of ale in the house. But 
the beverage must first be put on 
draught at prominent bars in towns 
where advertising is begun.  In- 
terested readers do not care to 
order a case to test a bottle. After 
the first rush of trade to the bars 
the home trade begins, and event- 
ually becomes larger than the bar 
trade. As a means of enabling 
readers to test the ale in their 
homes sample bottles have been 
sent on request within the limits 
of Chicago. 

In Chicago the newspaper ads 
are supplemented with a painted 
bulletin display, carrying out the 
character of the ads in colors. The 
campaign is managed by the E, 
H. Clarke Advertising Agency, 








A couple of centuries ago. in 

olde covatrie,” no yet ide fans 
tivity was without its empesing zs 
foamy brew of “Ye Olde Inn Ale.” 8 
"Twas the national beverage of those I\\\,” 
days of valorous deeds and sturdy men! Ns = 


“Ye Olde.Inn Ale” 5 
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Chicago, and it is said that by the 
nse of character and suggestion in 
the copy very good results have 
been attained on a modest appro- 
priation, the campaign thus far be- 
ing experimental, in a sense. Ale 
is a drink of heavy body, and 
avoided by the “amateur” ale 
drinker in summer. It has been 
found that by advertising, how- 
ever, the beverage can be sold in 
summer. The typical ale drinker 
takes it at all seasons of the year. 

The value of watching closely 
over results was illustrated in a 
striking way soon after the cam- 
paign started. An average of one 
bottle in every dozen provoked 
complaints of flatness from pur- 
chasers, and no reason for this 
deficiency could be discovered. 
The brewmaster sat up nights try- 
ing to find out what was at fault. 
Agents were questioned and re- 














turned bottles examined without 
clearing up the mystery. The 
Clarke agency took a hand in the 
investigation, buying bottles in the 
open market, but still the puzzle 
remained unsolved. Finally, 
through close inquiry, it was learn- 
ed that in the bottling department 
a certain percentage of corks were 
too large for the bottles, and the 
employees there were cutting them 
off, exposing the contents of such 
bottles to the air and imparing the 
flavor. When this was remedied 
the complaints ceased altogether. 


NO EMPTY SPACES IN NEW YORK 
STREET CARS. 

New York City street car advertising 
has grown immensely in favor and 
value during the past few years, until 
this special channel of publicity stands 
very near the top of the list as tried 
and proven pullers of trade. 

The persistent use of New York City 
street car advertising by many of our 
shrewdest national advertisers confirms 
this opinion, and the most casual in- 
terest in publicity forces an acquiescence 
in the assertion. The evidence stares 
you in the face many times a day, and 
you are only one of millions. 

New York City street car advertising 
value, as a matter of fact, is only lim- 
ited by the capacity of the roads to 
handle passengers and supply space. Its 
growth has been marked by regularity, 
its patrons are the keenest of space pur- 
chasers; concerns of reputation and 
highest commercial standing, who reach 
through this service the greatest num- 
ber of desirable consumers. 

To assert that any one type of ad- 
vertising is of greatest value is to make 
a claim almost impossible of proof, but 
the existence of this very widespread 
confidence in the value of street car 
advertising is an indication which may 
not be wholly conclusive, but is very 
convincing. This special class of ad- 
vertising has the added value of limited 
Space, something that cannot be added 
to or extended. There are just so many 
cars and so much space to be utilized, 
and, wonderful to chronicle, there are 
no special positions; each card 1s equally 
conspicuous and has equal chance to at- 
tract the eye. As these suggestions be- 
come more widely recognized in the 
nature of things commercial, rental of 
car spaces will appreciate, which pernaps 
explains in part the long term contracts 
(some extending over a decade) now in 
force.—New York Trade Review. 

_ THE annual “Stove Book” of the Pen- 
insular Stove Company, Detroit, con- 
tains 176 pages of matter, beautifully 
presented, with every regard for taste- 
ful page arrangement. The binding is 
light and strong, and the whole forms 
a thoroughly practical catalogue for the 
rough handling of twelve months in the 
hands of retailers, 
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Financial Advertising 





URING June, 1904, Zhe 

Record-Herald carried 23,785 

lines of Financial Display Adver- 

tising, which was 4,310 lines more 

than carried by any other Chicago 
paper. 

During the year 1903 and during 
the first six months of 1904, Zhe 
Record-Herald carried more Finan- 
cial Advertising than any other 
Chicago paper, notwithstanding 
The Record- Herald refused ail 
bucket-shop and other objection- 
able financial advertising. 

A tribute to the superior quality 
of Zhe Record-Herald circulation 
—the largest circulation of ‘any 
newspaper in the United States 
selling for more than one cent— 
whether morning or evening. 














You might as well try to 
run a steam engine without 
water as to try to run an 
Advertising Campaign in 


Toronto 


and vicinity without using 


The Star 


Average daily circulation 
last six months 


30,045 


Sworn detailed statement 
on application. 
THE STAR 


Toronto, Canada. 
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ABOUT SOME LARGE 
LATIONS. 
6235 Lexington Ave., 
Cuicaco, Ill., Sept. 5, 1904. 
Editor of Printers’ INK: 
Will you kindly tell 
can learn whether or the in- 
closed figures are correct? Personally 
I have no way of knowing, and knowing 
that you deal largely with the circula- 
tion of the different papers, I thought 
that probably you could tell me. Hoping 
that it may not be too much trouble to 
you, I remain, yours truly, 


pow 8 


The table of figures to which the 
above correspondent refers, having 
reference to the circulations of some 
Chicago dailies, is here shown in pho- 
tographic reproduction: 


*334,495 
trent rein ihe 51 0) 465 


CIRCULATION STATEMENT 


CIRCU- 





me 
not 


how I 





Average Circulation of the 
American, per day « 


~OF THE~ 
Evening ~ Sunday J American 
FOR THE MONTH AUGUST, 1904, 
Aug. 1--330,471 yo 17--345,520 
Aug. 2-- Aug. 18--330,282 
Aug. 3--340,945 Aug. so-aen ans 
Aug. 4--339,865 Aug. 20--326,788 
Aug. 5~348,195 — ey 761 (Sundey) 
Aug. 6--327 22--332,900 
Aug. 7--512,976 (Sunday) in 23--328,935 
Aug. 8-- Aug. 24--344,999 
Aug. 9-:337,147 Aug. 25--346,050 
Aug. 10--329,090 Aug. 26--335,832 
Aug. 11--328,672 Aug. 27--346,193 
Aug. 12--331,697 Aug. 28--511,410 (Sunday) 
Aug. 13--319,043 Aug. 29--333,379 
Aug. 14--507,714 (Sunday) Aug. 30--335,548 
Aug. 15~327, Aug. 31--343,403 





‘Sebscribed and swore te before me this first 


day of Septem. 

tt. M. CAMPBELL, Netery Public, 

petitor Lert mony oy wort rt 

more thon the other te evening panes comblaed 
other English Sunday papers combined. 


The only democratic dally papers in the city of Chicage, 











The Little Schoolmaster is unable 
to answer the inquiry of Mr. Welch ; 
none of the Hearst newspapers, with 
the exception of the San Francisco 
Examiner, having ever made a circu- 
lation statement which would pass 
muster with the editor of the Ameri- 
can Newspaper Directory. Why this 
should be so, and why Mr. Hearst does 
not avail himself of the free service 
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INK, 





which the American Newspaper Di- 
rectory renders to publishers is a ques- 
tion which he only could answer. In 
this connection it may be of interest 
to reprint two letters which the editor 
of PRINTERS’ INk took occasion to 
address to Mr, Arthur Brisbane of the 
New York L£vening Journal in the 
early part of 1904, on the occasion of 
one of Mr. Brisbane’s eloquent edito- 
rials on the circulation of the Zvening 
Journal, 


OFFICE oF PRINTERS’ INK, 
A Journal for Advertisers, 
February 24, 1904. 
Mr. Arthur Brisbane, Evening Journal: 

My Dear Str—As the managing edi- 
tor of Printers’ INK, an advertising 
journal which is intensely and earnestly 
devoted to American advertising, an in- 
dustry that has grown to be one of the 
largest and most important in this coun- 
try, I am always interested in the cir- 
culation statements of newspapers, chief- 
ly so, if these statements are substan- 
tiated and honest. 

In your admirably written editorial 
in the Evening Journal of February 23, 
1904, you say: 

“The average daily net paid circula- 
tion of the Evening Journal during 
January, 1904, exceeded the em | aver- 
age for January, 1903, by 64,598. i 

This is certainly a gain to be proud 
of and one that would be unique in this 
country. 

You further say: 

“The average daily net paid circula- 
tion of the Evening Journal during the 
first week of February, 1904, exceeded 
the daily average of that same week in 
1903 by 71,769.” 

This assertion is in line with the one 
first quoted and even more interesting. 

Further down in the column of your 
editorial the following has_place: 

“The circulation of the Evening Jour- 
nal, 852,356 per day, is the daily aver- 
age circulation of the paper for every 
day since our last circulation editorial 
was published.” 

852,356 copies per day is an enormous 
output and I have no cause, and much 
less inclination, to doubt your figures. 
Your editorial was published for the in- 
formation of the general public, who are 
undoubtedly interested to a large extent 
in such matters, and I believe your plan 
of setting such facts before your read- 
ers is a wise one. 

Believing, as I said, that this is so, 
the thought forces itself on my mind 
why not put these facts, which, if true, 
are some of the most valuable assets of 
the Evening Journal, before the Ameri- 
can advertiser and in such shape and 
form as to leave no doubt in his mind 
whatever. 

The American Newspaper Directory 
just now undergoes its thirty-sixth an- 
nual revision, and there would still be 
time for you to fill out the inclosed 
circulation blank, and the average figures 
you would fill in would appear in that 
book for 1904, covering a period of a 
year ending on the last day of February 

















or the first week in March. Such a rat- 
ing would not cost your paper one cent, 
all that’s necessary are the figures for 
each day, a summing-up to arrive at the 
total, then a division to arrive at an 
average, a date and the signature of 
one who is competent to make the state- 
ment. 

The American Newspaper Directory 
has labored for thirty-six years to give 
the American advertiser reliable facts 
about circulations and it would really 
seem that a paper like yours, with such 
an unprecedented daily average, would 
feel glad to make the required state- 
ment. If not, can you frankly tell me 
why not? 

I assert that the American Newspaper 
Directory has been the first and best 
scheme to bring American advertising 
upon a scientific basis, and I further 
assert that the Directory and Printers’ 
Ink have done more than anyone 
single factor to make American adver- 
tising what it is to-day.« 

A frank and exhaustive answer from 
you will delight one of your sincere ad- 
mirers. Yours respectfully, 

(Signed) Cuas. J. Z1nGo. 


Mr. Brisbane answered the fore- 
going letter with a courteous note 
stating that he never before heard of 
the American Newspaper Directory, 
but that the business office of his paper 
had informed him that book had con- 
stantly misrepresented the Journal as 
to circulations. 

Thereupon the editor of PRINTERS’ 
INK again addressed Mr. Brisbane, as 
follows below : 


OFFICE OF PRINTERS’ INK, 
A Journal for Advertisers. 
March 4, 1904. 
Mr, Arthur Brisbane, Evening Journal: 

My Dear Str—Your esteemed favor 
of February 27th is to hand and the 
editor of the American Newspaper Di- 
rectory assures me that if, after thirty- 
five years of active life, the editor of 
the New York Journal is able to say that 
he did not know of the existence of such 
a work it is not to be wondered at that 
some one in the publishing department 
of the Journal may not yet be aware 
that from first to last the Directory has 
been honestly and conscientiously con- 
ducted. 

I will try to show you that the Di- 
rectory has neither misrepresented the 
Evening Journal, nor has it printed a 
falsity about the Journal or any other 
publication, for that matter. 

As a basis for the argument, we will 
take the 1903 issue of the Directory, a 
copy of which I send you with this let- 
ter, hoping you will grow to know it 
better and finally come to have a higher 
opinion of it. It is yust now under- 
going its thirty-sixth annual revision 
which will appear about April 2oth. 

If you turn to page 666 of the book 
you will find the Evening Journal rated 
A” with the sub-qualification ‘“‘y.” 

In gold letters on the outside of the 
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first cover you may read, if you will, the 
words: 
Letter ratings are given only 
to papers that will not or do not 
furnish information upon which 
an exact and definite rating may 
be based. 

By the Key to Letter Ratings, found 
inside of the same cover, you observe 
that an “A” rating is the highest one 
given The New York Herald and New 
York World have an “A” rating. It is 
applied to all papers that are supposed 
to print more than 75,000 copies regu- 
larly. The book has no higher rating 
except for papers that furnish figures 
that will admit of a definite and exact 
rating in Arabic figures, which the 
Journal nor the Herald has never done, 
and the World never did until a few 
weeks since. In the Directory for 1904 
the World will haye a rating in Arabic 
figures. The Directory editor hopes that 
some time he shall be able to quote the 
Journal’s circulation in the same de- 
finite manner. 

By the Key you note that the “Y”’ rat- 
ing indicates that no information on the 
subject of circulation has been received 
from the Journal office during the past 
seven years. 4 

You will concede that in the compila- 
tion of a newspaper directory attempting 
to furnish reliable information about 
circulations, certain rules and regula- 
tions have to be followed in order to 
intelligently gather the facts,-and that 
the same sort of a circulation report 
should be exacted from one paper that 
is insisted upon from another with which 
its circulation is likely to be compared. 

In order to do this, the publisher of 
the American Newspaper Directory has 
adopted what seems to him, and to me, 
the simplest, plainest, most common- 
sense ~_ that could be devised. He 
realizes that the circulation of a paper 
is not the number of copies printed to- 
day, or yesterday or to-morrow, but the 
average output for a specified period. 
That peri6d has, after years of experi- 
ence, been fixed at one full year pre- 
ceding the date of the circulation state- 
ment. He leaves it to the publisher of 
a newspaper to furnish the figures, be- 
cause he knows best how many copies he 
prints each day in the year. 

For a correct circulation rating in 
the American Newspaper Directory the 
publisher is asked to do the following 
four things: 

1st.—To set down separately the num- 
ber of complete and perfect copies 
printed of each issue during the 12 
months preceding the date of statement. 

2nd.—The sum of the several issues 
should be ascertained and be divided by 
the number of separate issues, thus 
showing the average issue. 

3rd.—The statement should be dated. 

4th.—The statement should be signed 
by some person whose authority to give 
the information is either evident or stated. 

Of these requirements every publisher 
is informed each year at a time_pre- 
ceding the annual revision of the Direc- 
tory. Circulation blanks, like the one 
here inclosed an@ marked A, are fur- 
nished for the purpose, free of charge, 
if he asks for them; but the publisher 
may use his own stationery and give the 
information in any form he chooses, pro- 
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vided he conveys the information actual- 
needed and verifies it by a date and 
signature. 

A statement so made out, when re- 
ceived by the editor of the Directory, is 
acknowledged by him by a communica- 
tion mailed to the publisher, and if the 
statement is received in time, the facts 
it conveys are printed in the Directory 
in the publisher’s Exact Figures. 

The publisher absolutely controls the 
character of his rating as you will per- 
ceive, the Directory editor merely acting 
as a recorder of the figures submitted. 

The Evening Journal has never fur- 
nished the information needed and for 
this reason no higher wg than the 
highest letter rating symbol could be 
accorded. 

You are aware that the mercantile 
agencies accord no higher credit rating 
than A1, meaning a million or over, even 
to a person or corporation known to 
possess many millions. 

Do you not think that what has been 
said above does away with any charge 
of misreprepresentation by the Directory 
in the case of the Evening Journal? 

The American Newspaper Directory 
is and has been the standard work of 
its kind in America, and American ad 
vertisers spend millions of dollars an- 
nually on the strength of its advice. In 
it, thirty-five years ago, was the first 
attempt ever made to rate newspaper 
circulations. Mr. Geo. P. Rowell, who 
issued the book in 1869, is still the pub- 
lisher, and he looks back upon his work 
with more pride and satisfaction than 
could ever come to the conductor of any 
enterprise not based on strict honor 
and good faith. 

Everybody knows that the Evening 
Journal issues immense editions daily, 
nobody knows how many except the pub- 
lisher. 

If you turn to page 165 and note at 
the foot of the second column the de- 
+ ey of the Chicago News you will 
find an instance where the p@per takes 
pains to give the information needed, 
and a glance at the pages of that paper 
will convince anyone that advertisers ap- 
preciate the definite and exact informa- 
tion the circulation statements of that 
oper convey. 

t is understood by the Directory edi- 
tor that it is not the policy of the 
Journal to convey information about its 
circulation in the manner that he deems 
necessary to admit of comparison with 
other papers, and it is not his practice 
to ask for circulatfon statements from 
anyone however much he may desire to 
have one. This letter is not written 
with an expectation of bringing about a 
ey of usage in the Journal office, 
but because both Mr. Rowell and the 
writer have too high an opinion of Mr. 
Arthur Brisbane to be willing to have 
him under a misapprehension of the 
character of a work with which we are 
so_ closely identified. 

Believe me, Yours very truly, 

(Signed) Cuas. J. Zrnac. 

This second letter was answered by 
Mr. Brisbane, as follows: 

New York “EventnGc Journat.” 

Editorial Rooms, 
Dear Mr. Zingg: 
I thank you very much for your letter 
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in regard to the American Newspaper 
Directory. I have nothing to do with 
the business office, and, while I have not 
been in the newspaper business quite 
35 years—in fact, not much more than 
half of that—there are a thousand things 
about the business office that, I am sorry 
to say, I do not know. I do not ques- 
tion anything you say about the Direc. 
tory, but I do know that everybody in 
America who knows anything about the 
newspaper business, knows that the 
Evening Journal has the largest daily 


circulation in the United States. And 
anyone who really wants to advise 
advertisers for their good, will ad. 


vise them to that effect. I appreciate 
your friendly letter, and thank you very 
much for the information you give me 
on the subject. Sincerely yours, 


New York, March 7, 1904. 


The reader will notice that neither 
the editor nor the business department 
of the Hearst papers met and answer- 
ed the issue as put in the letters of the 
editor of PRINTERS’ INK. There is 
no doubt that the Hearst papers have 
large, very large, circulations, and it 
may be that those published in New 
York City have the largest of all 
papers published here, possibly larger 
than any other papers published any- 
where in the world, but nothing has 
been forthcoming to prove what the 
circulations really are. 

In this connection PRINTERS’ INK 
takes occasion to again direct attention 
to the paragraph and comment there- 
on found within the ruled border 
printed below : 





What facts ought to be ascertained be~ 
Sore being competent to convey to an ad- 
vertiser such an answer as he is entitled 
to receive to the question, ‘‘ What is the 
circulation of the paper under consider- 
ation?” 

PRINTERS’ INK invites communi- 
cations on thesubject expressed in 
the sentence printed above, and 
will award a sterling silver sugar- 
bowl to the writer whose answer 
appears to be most generally ac- 
ceptable to newspaper men. A 
tea-pot, cream-pitcher and salver, 
all of sterling silver, will be added 
to the sugar-bowl award if the 
winner can induce the American 
Newspaper Publishers’ Associa- 
tion, in convention assembled, to 
approve and accept the conclusion 
expressed, 
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(SECOND YEAR.) 


No amount of money can buy a place in this list for a paper not having the 


requisite qualification. 


Advertisements under this 





from publishers who, 


d accord- 
ing to the 194 issue of the i. area Directory, have re, A. 


that edition of the Directory a = ci 


also from publishers who for some 


reals oe statement, duly signed and da 
obtain a sti ool 


figure rating in the 





Directory, but have since supplied a detalled "aieion statement as described above, 


covering a period of twelve months prior to 
ment being available for use in the 1905 Sad 
culation figures in the ROLL or Honor of the | 


the date of making the statement, such state- 
of the American Newspaper Directory. Cir- 
ast named character are marked with an (3). 


These are generally regarded the penta who believe that an advertiser has a right 
or. 


to know what he pays his hard cash 


Announcements under this classification, if entitled as above, cost 20 cents per 
line under a YEARLY contract, $20.80 for a full year, 10 per cent discount if paid wholly in 
advance. Weekly, mons or ‘quarterly corrections to date showing increase of circulation 


can be made, provided the publisher sends 


a statement in detail, properly signed and 


dated, covering | the additional period, in accordance with the rules of the American News- 


paper Directory. 
ALABAMA. 


Anniston, Evening Star. Daily aver. fr 1903, 
1,551. Republic, weekly aver, 1903, 2,216 
Birmingham, Ledger. dy. dy. Average oe 1903, 
16,670. E. Katz., Special Agent, N. Y. 
ARIZONA. 


Biabee, Review, W. B. Kelle ub. 
In 1902 no issue less ethan 3.9 1,250. In 1008 no 
issue less than 1,750. 


Phoenix, Republican. Da ‘aa ae —- ‘or 1903, 
| 


6,088. Ch.s. T. Logan Spec A 
ARKANSAS. 
rere Smith, =. daily. In 1902 no issue less 


than 1,000, ctual average for August. 
September, October: 1903, 8, 109. : 


Little Rock, Arkansas Methodist. Geo.  samaed n- | 
burgh, pub. Actual ul average 1903, 10,000 | 





Little Roek ‘Baptist Adi Advance, wy. Actual | 
average 1903, 4,550, Sour months 1904, 4,720. 


CALIFORNIA. 

Fresno, Morning Republican, daily. Aver. 1903, | 
5,160, March, 6,250. E. a. Katz, Sp. Ag., N.Y. 

Oakland, Signe of the Times. Actual weekly 
average for 1903, 82,842. 

Redlands, Pym! ee Daily average for 
1903 1,456. No weekly. ‘4 . we 

San Diego, na Diegan Sun. Daily average 
Sor 1903,2,¢8%. W.H. Porterfield, pub. 

San F con Call, d’y and S’y. J. D. Spreck- 
els. Actual daily avera for | cand ph he. June, 
1904, 61,802; Sunday, 85,784 s8.28 

San Jone, Evening Herald, Herald, ci The Herald | 
- Average for year end. Aug.. 1902, 8,597. 


n Jose, Morning | Mercury. daily. Mercury 
Publistion Co, Average for 1902, 6,266, 


San Jose, Pacific Tree and Vine, mo, W. G.! 
Rohannan. Actual average, 1903, 6,185. First 
three months, 1904, 8,166. 


COLORADO. 
PA aohd oy -_ aon. q Post crincing — 
for August, 105, 45-064. ain, 8.216. 
&@™ The absolute correctness of the latest 
circulation rating accorded 
sed Denver Post is —_- 
eed by the publishers of the 
GUAA American Nownpaper Direct- 
TEED pat who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 

verts its accuracy. 








CONNECTICUT. 


Bob rere Lang = - ome. 1908, 
16,509. ukens, Jr. N. Ao for 


pombe eee ae Record and Republican. 
Daily average for 1903, 7,582. 


New Haven, Evening Register. daily. actual 
av. for 1903, 18,571; it Sunday, 11,292. 


Re J Haven, Goldsmith and Paverentth, 
onthly. Actual average for 1903, 7,817 


a Haven, Palladium, dail: Apegner 
1903, 7,625. E. Katz, Special A oom N.Y. al 


New Haven, Union. Av. 1903, naw jirst 3 
mos. 1904, 15,942. E. Katz, Special Ageut, N. Y. 


New London. Day, ev’g. <Arer. 1903, 5,618. 
June, 1904, 6,049. Katz. Spec. Ad. Agt. a» A 


Norwalk, Evening Hour. Daily average year 


| ending June /, 1904, 8,188 (2k). 


Norwich. Bulletin, morning. Average for 1903, 
4,988; first six months 1904, 5,178. 


Seymour, Record, weakly W. C. Sharpe, Pub. 
Actual average 1903, 1,169. 


Waterbury, Repubiican. Daily average ae 
5,846. La Coste & Maxwell. Spec. Agts, N. Y. 


DELAWARE. 
Wilmington, Every Evening. Average guar- 
anteed circulation for 1903, 10,784. 


DISTRICT OF COLUMBIA. 
Washington, Ev. Star, daily. Ev. Star News- 
paper Co, Average for 193, 8 [088 ( (Oo ©). 
National Tribune, weekly. Average for 1902 
104,599. First six mos. 1903, 112,268 
Smith & Thompson, Rep. ne Wt Dhicago. 


FLORIDA. 
Jacksonville, Metropolis, dai Aver. 1908, 
8,898. E. Katz, Special agent. N New York, 


GEORGIA. 

Atlanta, Journal, dy. Av. 1903, 88,928 June, 
1904, 44,051. Semi- weekly 8Y, 981. 

Atlanta, News Actual daily average, 1908, 

20.104, Average April, 1904, 26,547. 

Atlanta, Southern Cultivator, agriculture. 
semi-mo, Actual average for 1903, $0, 125. Aver- 
age first etx months 1904. 88,666. 


Lafayette, Walker Co. Messenger. weekly. N. 
C. Napier, Jr., pub. Av. for 1903, 1,640, 


IDAHO. 


Boise, Capital News, d’y and Capital News 
Pig Co, pub. Aver, 190%, daily 2,761, weekly 
8,475. First ¢ mos, 194, dy. 8,016, wy. 8.868, 
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ILLINOIS. 


Citizen. Daily average 1903, 818; week- 


Catro, 
ty, 1.110. First eight months 1904. daily, V,205; 
eekly, 1,125. August, 1904, daily 1, 281.” 


ham paign, News. In 1902 no issue less than 
1, {oo daily and 8,400 weekly (163). 
Chiengo, Ad Sense, monthly. The Ad Sense 
Co., pubs. Actual average for 1902, 6,038. 
Chieago, Alkaloidal Clinic, monthiy. Dr W. 
C. Abbott, pub.; S. DeWitt Clough, adv. mgr. 
Guaranteed circulation 80,000 copies, reaching 
2 one-Sourth of the ‘American medical pro- 
’ Session. 


Ohieago, Bakers’ Helper, monthly. 
Olissold. Average for 1903, 4,175 (OO). 


Chicago, Breeders’ Gazette, stock farm,week- 
rh Sanders Pub. Co. Actual average for 790% 


7,880, 20 weeks ending uding May 18, 1904, 69,162. 
~ Ohi nae Dental Digest, mo. PD. H. Crouse, 
“pub. Actual average for 1903, 7,000. 
Ohteago, Grain Dealers Journal,s.mo. Grain 
DealersCompany. Av. for 1903, 4,854 (@©). 
Chicago, Gregg Writer, monthly. Shorthand 
and Typewriting. Actual average 1903, 11,666. 
Chieago, Home Defender, mo. T. G. Mauritzen. 
Act. av, 1908, 22,500. Last 3 mos, 1903, 84,000. 


Chicago, Journal Amer. Med. Assoc. Wy. av. 
9903, 28,615, First six months 1904, 81,156. 


Masonic Voice-Review, mo. Average for 1902, 
26,041. For six months 1903, 26,16 


Chiesge, Monumental News. mo. R. J. Haight, 
pub. Av. for year end. July, 1902, 2,966. 

Chieago, Musical Leader & Concert-Goer, 
wy. Aver. year ending Jonuary 4, 18,548. 

Park and Cemetery and Landscape Gardening, 
mo. bet for year ending July, 1902, 2,041. 

leago, Record-Herald. Arerage for 1903, 

a. 154,218, Sunday 191,317. 


H. R. 


Chicago, Retailer’s Journal, Act- 
ual average for 1903, 6,78 

Chicago, The ena Miller, monthly. <Act- 
ual average fur 1903, 5.542. 

Gibson City. Courier, weekly. Estab. 1873. 
Actual average year ending June 30, 1904,1,292. 


Kewanee, Star-Courier. Av. for 1903. daily 
8,088, wy. 1,414. Daily /st 5 mos, 04, 8,296. 

La Salle, Ray-Promien, Polish, weekly. 
Average 1903, 1,895. 


Roekford, Register Gazette. Dy. av. for 1903, 
5,226, s.wy. 6,416. Shannon, 150 Nassau. 


Roekford, Republic, daily. Actual arerage 
Sor 1903, 6,540. La Voste & Maxwell, N.Y. 


INDIANA. 
Connersville, Courier, weekly. Actual aver- 
age for 1903, 1,567. 


Evanaville, Commies, o- and 8. Courier Co., 
pub. Act. av. ’02,11,218 ). Sworn av. he) 12,- 
618. Smith & Fkompecn, Sp. Rep.,N.Y. & Chicago. 


Evansville, Journal-News, Av. for 1903. d’y 


18,852, S'y 14,120. E. Katz,Sp. Agt., N.Y. 


Goshen. Seokiog Club, monthly, A e for 
1903, 26,878. A persistent m ium, as house 
wives keep every issue for daily reference 


Indianapolis, News, dy. Aver. net sales in 1903, 
69,885, first 8° six months 1905, 72,858. 


Indianapolis, Star, Aver. net sales 
(all returns and unsold copies deducted), 


* Lafayette; Morning Journal, daily. 
7 {908, 4,0023 July. 1904, 4,562. 


Marion, Leader, daily. W.B. Westlake, pub. 
Actual aver. for 6 mos. end. ae June 30, 04, 5, 41. 


Munele, Star, en . Star Pub. Co. Aver. 
Sor 1903, Py 25,886, S’y 19,' 19,250. 


Notre Dame. The Ave Mar Ave oa Catholic weekly 
magazine. 4,082. 


monthly. 


$3,261. 


Sworn 


Actual average for 1903, 2 


Riehmond, Sun- Telegram. Sworn av, 1903, dy. 
8,811. For Feb., 1904, 8,944. 
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South Bend. Tribune. 
1903, 5,718. 


Sworn dai 
Sworn "4 average for July 890, 


Terre Haute, Star, Av. ne Av, net sales for Aug, (all 
returns and unsold copies deducted), 88,906" 


INDIAN TERRITORY. 


Ardmore, Ardmoreite, daily and weekly, 
Average for 1908, dy., 1 2951; wy., 8,872, 


IOWA. 
Burlington, Gazette, dy. Thos. Stive 
Average for 198, &, 864, Jan., 1904, 6, ate ate: 


Daven port, Times. Daily arer. 1908 55. 
8. wy. 1,660. Daily aver. March, 1904, 9 ‘S08. oon 
guar, more than double of any Davenport daily, 


Decorah, Decorah-Posten (Norwegian). Sworn 
av. cir'n, 1903, 89,681. March, 1904, 40,856, 


Des Moines, Capital, daily. Lafayette You 
publisher, Actual aver an for ra 81,8 898° 
Average for first six months 1904, 85,80 

City circulation the largest of any Des * Moines 
newspaper a utely guaranteed. Only — 
newsyaper carrying advertising of the 
ment stores. Carries largest amount of ribs 
advertising. 


Des Moines, News, daily. Actual 
sone, res "— 8. y- ctual average for 


Des Moines, Spirit of the West, wy. Horses 
and live stock. Average for 1902, 6,095. 


Des Moines, Wallace's Farmer, wy. Est. 1879, 
Actual average for 1903, 88,769. 


Muceatine. Journal. Daily av. 193 4.849, 
semi-weekly 2,708, Jirst four months 5,167. 

Ottumwa, Counter, Daily average for March 
and April. 1904, 5,021. Tr reery average for 
March and April, "1904, 7.704. 

Sioux Clty, Journal. Dy. Dy. av. for 1903 (sworn) 
19,492, daily av. aa Es six months of 1904, 
20,7 Records a is open. More readers in 
its * field “than of all “an daily papers combined, 


KANSAS. 
Wascltasen. News. Daily 1908, Po 768, weekly, 
2,112. E. Katz, Agent, New Yor 


oie eka, Western soi foment, educational 
aml Average Jor 1903, 8,125. 
KENTUCKY. 
Harrodsburg, Democrat. Best weekly in best 
section Ky. Av. 193, 8,582; growing fast. 
xington, Leader. Av.’03, 3,828, fy? 4, = 
al ‘gtr r 04, dy. 8,928, Sy. 5,448, atz, 
Louflaville. Evening Post, dy. Evening por 
Co., pubs. Actual avevage for 1903,26,964. 


Paducah, News-Democrat. Daily net av. 1903, 
2,904. Year end. June 30,04, net paid cir. 2, 927. 








LOUISIANA. 
New Orleans, Item. Tye 4 R, M. Denholme, 
ublisher. verage Orie 1904, 19,895, 
eb., 20,512; March, 20,6 


New Orleans, News. = av. 1903, 17,528, 
Sunday 17,687. 


MAINE. 
Auguata, Comfort, m H. Gannett, pub. 
Actual average for 1903, 1, "209,598" 


Bangor. Commercial. Average for 1903, daily 
8,218, weekly 29,006. 

Dover, Piscataquis Observer. 
average 1903, 1,904. 


Lewiaton, Evening Journal, daily. 
1903, 6,814 (© ©), weekly 15,482 (© ©). 


Phillips,Maine Woods and Woodsman,weekly. 
J. W. Brackett Co. Average for 1903, 8,041. 

Portland. Evening "xpress. sane. Sor 1908 
daily 11,740, Sunday Telegram 8,090 


MARYLAND. ‘ 
Baltimore, News, dail Evening News Pu 
lishing Co. Average 1903, 744.582. For August, 
1904, 54,682, 


MASSACHUSETTS. 


Boston, Evening Transcript(@@)(4!2). Rosten’ 8 
tea table paper. Largest amount of week-day adv. 


Actuai weekly 


Aver. for 












Boston, Globe. Average for 1903, daily, 195,- 
654. Sunday, ba Po " 

Adver' tisements go in morning and afternoon 
editious for one price, 


AUGUST, 1904. 


SUNDAY. 


a a | 








DAILY. 
188,527 
188, 


Z 


284,884 


290,113 





Bistits —Semamcnmerw- 





BAS 


Sse 


285,894 





veuenepenes 








5.239 ,894 | 1,148,586 


Daily Average, - 194,070 
Sunday Average, 287,146 


Perfect copies printed for sale. 
CHAS. H, TTAYLOR, JR., 
Busicess 


Boston, New Engiend ngland Magazine, pooatey- 
America: Co., pubs. _Average 1902, 21,5890. 


Boaton, Post, dy. anergoe ‘or 1903, 178,808. 
: Av. Sa 1904, dy. rag ag z, Sy. 177,050. 

Largest p.m.or a.m. sale in New England. 

ac altadias Kst. 1824. Actua! daily av. 
1902, 78,852. In 1903, 76,666. For the first six 
months'o 1904, daily average, 88.81 

Larges evening circuiation in New England. 

Reps. : Smith Thompson, N.Y. and Chicago 


Pay Northfield, Record of Christian Work 

1, Aver. for year end’g Dec. 31, 1903,20,.250. 

Use tif you sont a strictly home circulation— 
that sticks. Page rate $22.40 flat, pro rata. 


Gloucester, Ca) Ann News. Actual daily 
average year ending February 15, 1904, 4,804; 
aver. jirst six mos. 1904, 6. 904, 6.241; June, 1904, oe 


North Adama, Transcript, even. Daily 
1903, er pan av. iv. printed Aug., 1904, att 


x1. Housekeeping, mo. Aver- 
age. for 1903, 155.0. First six ‘months 1904, 
— 166. scl alitenbtentants guaranteed. 


Springfield, Republican. Av. 1903, dy. 15,542 
(OO), Sun. 15.27 (OO), wy. wy. 4,086. 


Worcester. Evening Post, Post, ony. Worcester 
Post Co, Average for 1903. 11 Tit 


Worcester, L gopgaien Fain Fue, daily tty OF | aatoos 


tnited Stat States on Roll of Honor. 
MICHIGAN. 


Adrian. Telegram, dy. D. W. . Av. for 
1903, 8,912. Aver. 1st. Amos, Of 19h, 4,100. 


Mi Daily Journal. Aver. 
ina ae ber ad 40. for June, oe Seeker: 


for 0s 20a fret ee A z. 
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Jackson, Cltivet, ony. es O'Donnell, 
pub. Actual a ieee 4,419 —_ Av- 
nage Sor jirst pt months 1903, 4 4,828 


Jackson, Press and Patriot. Actual daily 
average for 1903, 5,649. Av, Aug., 1904, 6,670, 


Kalamazoo, Gazette, daily, six mos. to mek. 
ist, 10,144. auare nteeB 4.500 more 


than any other da Subliched in on 
Three months to September iat, 10/ 10,2 v 


Saginaw. Courier-Heral Herald, aay, Sunday. 
Average 1905, 8,288; August, 1904, 10,480. 


Saginaw. Evening News, ¢ News, dail Average for 
1903, ii. 815. August, 1904, daily 14,497. 


MINNESOTA. 
Minneapolis, Farmers’ Tribune, twice.a-week. 
W.J. Murphy, pub. Aver. _Aver, for 1903, 68,636. 


Minneapolis, Farm, Stoc Stock and Home, semi- 
monthly. Actwil average 1903, 78, 854. First six 
months 1904, 79,500 


Minneapolis, Svenska Amerikanska Posten. 
Swan J. Turnblad, pub. 1/903, 49,057. 


tnnennaite Tribune. W. J. Maren, pub. 
Est. 1867. Oldest Minneapolis daily, 1903, 
Gatiy « av erage, 72,882; iaat 4 uarter of 1903, 
was %7,129; Sunday, 62,924. Sunday 
average for first eight hn of 1904 was 
68,602. The daily average for the first 
eight months of year was 86,197. Daily 
FF nn 91 


average 
ah my Mirineapolis daily listed 
o y be 





ROLL OF HONOk, or 
detailed siatement $0 in its own cok 
umns. The Tribune is the ree- 
ognized Want Ad Medium of Minneapolis. 
Minneapolis, The Housekeeper; household 
monthly. Actual average 190 1903, 268, 250. 
Minneapolis. Journal, dai daily. Journal Print- 
ing Co. Average for first 7 mos, in 1904, 68,486. 
Owatonna, Chronicle, semi-w’y. Av. for 
1903, 1.896. Owatonna’s leading newspaper. 
Present circulation, 2,100. 
St. Paul, Der Wanderer, with ag’! sup.. Der 
Farmer im Westen, wy. Av. for 1903, 10, 500. 
St. Paul, Globe, daily. GI one oe publishers. 
Actual average for 1903, $1,654 
St. Paul. News, daily. daily. neo average for 
1903, 85,81 
St. Ae Pioneer-Press. Daily average for 
1903 84,298, Sunday 80,988. 
yh Paul, The 2 Farmer, aati. a: ai. Est. 1882. 
. 0c. Prof. year end, 
Feb ruary, 77,861. Actual Ra, a. ‘Be.ete. 
St. Paul, Volkszeitung. Actual cures 
dy. 11,116, wy. 28,414, Son Sonntagsblatt 2 Saos. 
Winona, Republican can and E Bereié. daily. Aver- 
age year ending June, 1904, 4,12 
Winona, Westlicher Herold. 





poug be Sonmtads Winona, 28.111; pines 
des Westens, 80,045. 
MISSISSIPPI. 
Viekaburg, American, dai In 198, no issue 
less than 1,850. In 1903, 1,900 copies. 
MISSOURI. 
Joplin, Globe, daily. geirage 2st, 10,510 
sila 12,158. Fi ‘Special Agent, N.Y. 
ard w’ Average 
jor day ‘oly 80865. ly 188,725. 
Ww orld, dail daily. Actual average 
Po 61,23 ose. . * 
Springfield, Sunn: ny South, monthly. Actual 
‘or 1903, 2, 2858. 


ih. Ni and wer. for 
forint iar Neer ea - 


Pat -D., ed. and pub. Av. a For joa BE DSO. 
Av, 12 
mend Bs we. 1 106.686. Orpen, 68.888. 


St kets. Star. Actual daily average for 
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&t. Louis. The Woman's M 
Women and home. Jewis Pun.Co. 
age for 1/903, 1,845,511. Actual proren aaer- 
age for past 12 months 1,596,468. Every issue 

to exceed 1,500,000 copies—full 
Largest circulation of any publication 


MONTANA. 
Butte, American Labor Union Journal, week- 
ly. Average 1903, 20,549 general circulation. 


Butte, Inter- ee evening. Sworn net cir- 
culation for 1/903, 10 worn net circu- 
lation from Jan. / to June 30, 1904, over 14,000 


NEBRASKA. 


Ansley, The Nebraskan, monthly. 
Barks, pub. Actual average 1903, 5,0 


Siposin. Daily Star. Actual average for 1903, 

11,165, April, 1904, 14,485. 

Lincoln, Deutsch-Amerikan Farmer, weekly. 
Average year ending June, 1904, 149,8 868. 

Lincoln. Freie Presse, week a 
for year ending June, 1904, ise, 08s. 

Lineoln, Nebraska Teacher, van OY Towne 
& Crabtree, pubs. Average for 1903, 5,810 

Lineoln, Nebraska Farm Journal. Monthly 
average year ending August, August, 1904, 14,400 (2). 


Lincoln, Western Medical Review, mo. Av. yr. 
-_ May, a 1,800, In 1902, 1,660. 


maha, m Danske Pion Pioneer, wy. 
Neve Pub. hom Average for 1903, 29,0 


@maha, News, daily. Actual average hie 1903, 
41,824 “ sj 


EW HAMPSHIRE. 
Franklin Falla, on pete ag weekly. 
Towne & Robie. Actual average 1903, 8,560. 
NEW JERSEY. 
Asbury Park. dy. J. L. Kinmonth, pub. 
Actual average 1903, ‘Bt OR. in 1902, 8,556. 
Camden, Daily Courier. Est. 1876. Net aver. 
circulation Sor 6 mos. end. A; end. April, 30, 194, 7,702. 
Camden, Post-Telegram. Actual daily aver- 
age, /903, 5,798 sworn. aaa 
Clayton, Reporter, er, weekly. . F. Jenkins, 
Pub. Actual average for 1903, 2, Fh tH 


Hoboken, Observer, *. Actual average 
1902, 18,097 ; Sept., 1903, 51. 





ne. menmnly. 
Proven a 


A. H. 


yams F. 


Jeraey City, Evening Journal. Average for 
4903, 19,012, First six mon six months 1904, 21,024. 

Newark, Evening News News. Evening News Pub. 
Co. Av. for’ 1903, dai. ly 5B. 896, Su y16,291. 


Newmarket, Advertiser:’ Guide,mo. Stanley 
Day, publisher. Arerage for 1903, 5,125. 


Red Bank, Register, weekly. "st. 1878. John 
ook. Actual average 1903, 2,961. 


w ashington, Star,wy. Sworn ar.’03,8,759. 
Every issue since Feb., 04, more than 8,90 00. 


NEW YORK. 
Albany, Journal, evening. coummal Co, Aver- 
age one year to April 30, 1904, 17,288. 


Albany, Times-Union, every saieithite Establ. 
1856. Average for first three months 1904, 29,626. 


Batavia. News, eveni Average 1903, 
6,487. Six months, 1904, 6, 10. 


Binghamton, Evening Herald, daily. Herald 
Co. Average for first three months 1904, 18,210, 


Buffalo, Courier, morn.; Enquirer, even. \V. 
J. Conners. Aver. for 193, morning 50, 882, 
evening 88,082; Sunday average 68,586. 


Buffalo, Evening News. Daily average 1903, 
79.408. First 3 months 1904, 85.949. 


Cortland, Democrat, Fridays. Est. 1840. Aver. 
1903, 2,248. Only Dem. paper in county. 


Lyons, Republican, established 1821. Chas. H. 
Betts, editor and prop. Circulation 1903, 2.821. 


Mount Vernon, Daily Argus. Average /903, 
2.989. Westchester County's I leading paper. 
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New York -_. 
American Kngineer, my. R. M. Van Arsdale 
pub. Av. 1903, 8,875. Av. for 0 4,600" : 


American w’y, bi onstrue, 
(Also European edition.) Average 1903, Qo Ate 


f 708, 08 aor oaurnal ae. reek aver 
or 1903, 9.0: esent circulation ( 
Sain We FP. Church Dobe” May 

Automobile (The), pot Gt Fiptiron Building, 
Average circulation 1903, 1 


Baker’s Review, monthly. W. R. Gregory Co., 
publishers. Actual avera ge for 1903, 4,450, 
Average for last three months 1903, 4,700. 


Benziger’s Magazine, femily er a pea. 
adwetaemen Bros. r~ Yor 4 903, 

n Benziger’s Magazine will ioe 
tee ny ba. its circulation has 
QUANTITY > CHARACTER, INFLUENCE, 

Benziger’s Magazine is sold only by yearly sub- 
scription, and t who advert of, people wertise in ‘. S on 


reach avery desirable class 0 wertis- 
ing rates, 25 cents per agate agate li 
r, weekly (Theatrical). Frank Queen 
0., Ltd. Aver. for 1903, 26,912 (© ©) (689), 


ry Goods, pony. Max Sy yh pub- 
cee. Actual average hails 1903, 


El Comercio, mo. Spai export. J. Sh 
ard Clark Co. Average for 18 1903, 6,667. ™ 
Electrical Review 
Average for or 1908, 6, 6,885 (O06). 
les, monthly. Pur Purely fashion. Actual 
‘Or 1903, 62. 


Engineering News. A week]. y journal of civil, 
mechanical, mining and electrical engineering. 
Average ci irculation } 1903, 1%, 12,642 (© ©). 


Forward, daily Forward Association. Aver. 
age for 1903, 48,241, 


Four-Track News. . monthly. Actual av. Ze 
Sor six months endi ot ‘ae 00" 
yn edition 


ae 





Clip} 
Pub. 








Electrical Review, weekiy. 
Pub, Co. 

Elite 8 
average 


ing 
Guarenteed 106,000. 
berdasher, mo., ~ 3 1881. Actual average 
08 7,166. Binder vit and Post 
receipts distributed on 'y to advertisers. 
Hardware Dealers’ Magazine, morthly In 
1993 no issue less than 17,000. (OO). 


Junior Toilettes, fashion monthi: 


. Max Jaeger- 
huber, pub. Actual average 1903, 


6,540. 


Leslie’s yy eaniane, New York. Average 
circulation for t 42 months, 218,684. 
Present average  ~ ton 288, 278. 


Music Trade Review, music trade and art week- 
ly. Average for 1903, 5,588. 


National Provisioner, weekly. Packing houses, 
butchers, cotton seed oil, etc. 1903 av. cir. 6, 402. 


Newspaperdom, w’kly. Recognized journal of 
newspaper pub’g and adv’ g. Aver, 1905, 5,189, 


New Thought, monthly. 27 F. 22d St., New York. 
Sydney Flower, pubjisher. Number of copies and 
advertising rates given each month on first page 
reading matter. Sample copy — for the asking. 
Worth examination. NEw UGHT has made 
money for all its givertionrn Discount to 
agencies, 25 per cent from published rates. Aver 
age for 1903, 104,977. 


Printers’ Ink, weekly. A journal for advertis- 
ers, $5.00 per year. Est. 1888. Average for 108, 
11.001. Average for six months ending June 
30, 1904, 12,808, 


The Ladies’ World, mo.. household. 
net paid circulation, 1903, 480.155. 


The People’s Home Journal, 515.250 monthly, 
Good Literature, 454,888 monthly, average cir- 
culations for /93—all to paid-in-advance sub- 
scribers. F. M. Lupton, Publisher. 


The Wall Street Journal. Dow, Jones & Co., 
pubs. Daily average for 1903, 11,987. 


The World. Actual aver. for 1903, Morn., 278,- 
607, Evening, 357,102, Sunday, Bas, 650. 


Toilettes, fashion. monthly. Max Jagerhuber, 





Average 








Newburgh. News, daily. Av. for/ 
4,000 more than all other Newb’gh ousiabioel 





publisher. Actual average for 1903, 61,800. 























Rochester. Case and Comment. mo. Law. Av. 
Sor 93, 80,009 ; A4years’ average, 80,186. 

Schenectady, Gazette, daily. A. N. Liec 
Average for 1902, 9,097. <Actual average A 
1903, 11,628. 

Syracuse, Evening Herald, daily. Herald Co., 
pub. Aver, 1903, dat ly 88,107, Sunday 88,496. 

Utica. National Flectrical Contractor, mo. 
Average for 1903, 2,708 

Utiea, Press. wy t Fae A. Meyer, publisher, 
Average for 1903, 14.4 

w qrenw, Weetees New Yorker, weekly. Aver- 

age for 1903, 8,802, In county of 32,000 with 

90 daily. 


Wellaville, Reporter. Only dy. and s.-wy. i 
Co. Av. 1903, daily, 1.184; semi-weekly, 2, 358. 


NORTH CAROLINA. 

Charlotte, Observer. North Carding: "s fore- 
most newspaper. Act. daily av. 1903, 5,582 ; 
Sunday, 6,791 ; semt-weekly, 8,800. First three 
months 1904, 6,578. 

Elizabeth City, Tar Heel, weekly. Actual 
average 13, 8,500. Covers ten counties. 

Raleigh, Biblical Recorder. weekly. Arerage 
1903,8,872. First five mouths 1904,10,166. 


NORTH DAKOTA. 

Grand Forks, Herald, dy. av. for April, 1904, 
6,862. Will guar. 6.000 Sor year, N. ‘Dakota’s 
BIGGEST DAILY. La Coste & Maxwell N.Y. Rep. 

Grand Forks, Normanden,weekly Ar. for 1905 
6,451. Guar. 6,550 after Augus 41,1904. 

Wahpeton, Gazette. Average 1903, 1,564, 
Present circulation, 1,800; sent free, 1, 50 0. 


Total, 8,800, 
OHIO. 

Akron, Beacon Journal. Airis 19038, 8,208, 
N.Y. Temple Court. A Av. April, 1904, 9,498, 

Cincinnati, Mixer and Server, monthly. Actual 
average for 1902, 18,088. Actual average cs 
1903, 48,625. Official organ Hotel and Resta 
rant Employees’ Int. Alliance and Bartenders’ 
Int. League of America. WATCH US GROW. 


Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1903, 66,445; Sunday, 60,759. 
August, 1904, 84,610 daily ; Sunday, 69, 206. 


Dayton Daily News 


Average for 1903, 16,407; July, 
1904, 18,894. THE ONE DAILY 
in a one-daily city. Thorough, canvass 
of all homes in Dayton shows the fol- 
lowing: 


News - - - 413,429 
Herald, Journal, Press 11,851 


News overall - 4,578 


Laneaster. Fairfield (o. Republican. In Aug- 
ust, 02, no issue less than 1,680 for 2 years. 


fonten, Democrat, semi- 7 Actual average 
192, 8.101, Avérage 1903, 8,809, six months 
1904, 8,522. 


Mansfield, Daily News. Act. aver. year end. 
June 30,’04, 4,280 %). First 6 mos, ’04, 4,882 (2). 


Springfield, Farm and Fireside, agricultural, 
semi-monthly, est. 1877. Actual average for 1903, 
825,670. es average for first six months. 
1903, 840,87. 


manana Press Republic. Aver. 1903.9,28 
April, 04, 10,155. N.Y. office, 523 Temple icon 


Springtield, Woman's Home Companion, 
household monthly, est. 1873. actual av. for 1903, 
884.250. Actual average for first six months 
1903, 885,166, 


Toledo. Medical and Surgical Reporter, mo. 
Actual average 1903, 10,088. 








PRINTERS’ INK. 












Washington Court House, Fayette aa 
Beoesd, — — average 193,1,7%775 


licator. D'y av. ’03,11,009. 
LaCoste Se Masasell. N Y., Eastern Reps. 


Sousevilte, Signal, daily, 1 daily, reaches 8. E. Ohio. 
5,000. Average six mos. 1904, &,814. 


Zanesville, Yimes-Recorder. Aver. year end. 
Aug. 1, 1904,%, 891 (3). Sworn aver. 7 mos. 1904, 
8,287 (2). Guaranteed double nearest com- 
petitor and to exceed combined competitors. 


OKLAHOMA. 
Guthrie, Qutahoma Farmer, wy. Actual 
average 1903, 28,020 


Guthrie. Oklahoma State Capital, dy. and w. 
Aver. for 193, daily 20,062, weekly 25,01 
Year ending July 1, 03, dy. 19,868; wy. 28,1 19, 











Oklahoma City, The Oklahoman. /903 aver. 
5,316; August, 0s, 8,818. E. Katz, Agent, N.Y. 
OREGON. 

Astoria, Lannetar. C.C.C.Rosenberg. Finnish, 
weekly. Average 1902, 1,898. 


Portland, Evening Telegram. dy. (ex. Sun.). 
Sworn cire’n six months ending June 30,21,148. 





Portland, Oregon Daily Journal. Actual aver- 
aye for 1903, 8,946; first 7 months 1904,14,479- 


PENNSYLVANIA. 
Chester, Times, ev’g d’y. Average 1903, 8,187. 
N. Y. office, 220 B’way. F. R. Northrup, Mgr. 
Connellaville, Courier, daily. <Aver.for 1903, 
1,848, weekly for 1903, 8,090, daily average 
April, 1904,8,019. 


Erle, People. weekly. Aug. Klenke, Mgr. 
Average 1903, 8,088. 


Erie, Times, daily. Average for ee 11,208. 
July, 1904, 14,2838. E. Katz, z, Sp. Ag., N. ¥. 


The Philadelphia 
nat BULLETIN’S 
PQ Circulation. 


The following statement shows the actual cir- 
culation of ‘THE BULLETIN for each day in the 
month of August, 194: 








Total for 27 days, 4,951,928 copies. 
NET AVEKAGE FOR AUGUST, 


183,404 copies per day 


BULLETIN’S circulation figures are net; 


all ‘damaged, unsold, free and returned copies 
have been —, 
. L. MCLEAN, Publisher. 
Philadelphia, Se; 1904. 


pt. 

In Philadelphia sed are about 230,000 homes, 
THE ——— 8 oTeramed Manieee during the 
month of August averaged es per ‘: 

oes each evening into a saadeeley of these 

jomes. 


Philadelphia, Camera, monthly. Frank V. 
Chambers. Average for 1903, 1903, 3,120, 
Philadelphia, German erman Daily Gazette. Aver. 


wea rst six mos. 1904, daily 48,942, Sun- 
day 87,263. Sworn statement. Cir. books open, 















































The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


Daily Copies 136,329 


ACTUAL CIRCULATION FOR AUGUST: 
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19. 

20 

21. 

22. 

23. 

24. 

2. 

26. 

27. 

28. 

29. 

30.. we 

BBy ckanssactsanve 136, 811 
ES 8 EE RS 5 - 8,680,891 ae 891 
III: 


BARCLAY 8. WARBURTON, 
Presid 


. ent. 
Philadelphia, Sept. 6, 1904. 
THE KVENING TELEGRAPH is best for advertis 
ing. It goes into the home and stays there. 


Philadelphia, Faria jones. monthiy. Wil- 
mer Atkinson tate Fee pub! lishers. Average 
‘or 193, & inters’ Ink awarded 


seventh Sugar Bout ts to me Journal with this 


we earded June 25th, 1902, by 

- Printers’ Ink, * The Lites 

 Schoolmaster’ in the Art of 

“« oe to the Farm 

“Journal. Aft ter acanvassing 

s od af kaif “of merits extending over 4 

“peri of half a r, tha amoung a 

those published tw the Emited t States has been 
e that best —- its Sergese 
cullru 





nos an educator an — ¢ agri 
“ral population, and as an effective and economi- 
“cal medium for communicating with them, 


* through its advertising columns.” 
Eatindclonia. Press. Av. circ. over 100,000 
daily. Net average for Augu August, 1904, 109,477. 
Philadelphia. omeeg anday School Times, weekly. 
Average for 1903, 102.961. Send for rates 
The Religious Press Association, Philadelphia. 
Philadelphia, The Grocery World. Actual 
average year ending August, /904, 11,741. 


Pittsburg, Labor World, wy. Ar. 1903, 18,+ 
O88. Reaches best paid class of workmen in U.S. 


Pottsville, Evening Chronicle. Official county 
organ. Daily average 1903, 6,648. 


Scranton, Times, every evg. E. J. F ig" Av. 
for 1903, 21,604, La Coste ¢ ‘Maxwell, N. Y. 

Washington, Reporter and Observer. Six 
months ending June 30th, 10,745. 


West Cheater, Local News. daily. 
odgson. Average for 1903 15,168. 


Williamaport, Grit. Amortenie Greatest 
Weekly. Net paid average 1903, 181,868, Smith 
& Thompson, Kkeps., New York ‘and Chicago. 


Tork. Dispatch, daily. Dispatch Publishing 
Co. Average for 193, 8,108. 


RHODE ISLAND. 


Providence, Daily Journal, 16,185 
Bunday, 19,892 (OQ). Evening Bulletin 36.8 
average (#3. Providence Journal Co., pubs 


WwW. G. 


) 
6 


Westerly, Sun. Geo. H. Utter, ~~. Or el 
1903, 4,888. Only daily in So. land. 
SOUTH. CAROLINA. 
Anderson, Advocate, weekly. P, 
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Charleston, Evening Post. Act 
Sor second 3 3 months 1008, 8,727. nual Cy. aim 


Columbia, State, daily. State Co. 


bl 
mon — —— Fg | ET agg ye 
weekly, unday, 7,705. First 

1904, daily 2,699, Sunday 8.988,” ™% 


TENNESSEE, 
Lewisburg, Tribune, semi-weekly. Ww. y 
Carter. Actual average 1903, 1,801. é 

Momotte, Commercial aes daily, es 
vee. Average 1903, 8,989, Sunday 
88,080, weekly 77,821 (964), fat's monthe, 490 1908, 
daily 88,447, Sunday 45,898, weekly 88,109, 


Memphis, Morning ng News. Actual daily aver. 
age for 1903, _ For six months ending 
June, 1904, 21,58 


Nashville, tim daily. Aver. for year 193, 
18,772. months 1904, 20.851. Only Nash. 
ville dailyeligible to Roll of Honor. 


Nashville, Progressive Teacherand Southw’n 
School Journal,mo. Averagefor 1903, 9,500, 


TEXAS. 


Denton, Denton Co. Record and Chronicle 
w’y. W.C. Edwards. Average for 1903, 2,689, 


El Paso, Herald. Dy. av. 1903, 8,265; April, 
1904, 4,284, Merchants’ canvass showed Herald 
in 80 per cent of El Paso homes. Only El Paso 
daily paper eligible to Roll of Honor, 


La Perte, Chronicle, wear G. E. Kepple, 
publisher. Average for 1903, 1,24 


Paris, Advocate, dy. W.N. Furey, pub.- Act- 
ual average, 1903, 1,827. 


UTAH. 
Ogden, Standard. Wm Ghee. * a Av 
Sor 1903, daily 4.881, semi weekly 8,158. 


VERMONT. 


Barre, Times, daily. F. R. laneiey. Aver, 1903 
2,710. Fir ‘e months in 1904, in 1904, 8,062. 


Burlington, Ureo i rem. e Press. Daily av. 03, 5.566, 
6 mos, to July /,6,228. At present 6, 900. Ea- 
amined by Association of American “Advertisers, 


Burlington, News. Jos. Auld. rey daily 
average /®3, 5,046, sworn av. April, 5,658. 


VIRGINIA. 
Norfolk, Dispatch, daily. Sworn average for 
1902, 5,098 ; for 1903,%7,4823 February, 8,448}; 
March, 9, 241. 


J aaa News 3 Leader, every evening ex 
& bunday, Daily average Fe ury 7, 1903, to 
ary 1, 1904, ot The largest circulae 

tion between Washington and Atlanta. 


Richmond, Times-Dispatch, morning. 
He average six mont endin 
9,618 High price circulation with no waste 
= rauplication In ninety per cent of Richmond 
homes. The State paper. 


WASHINGTON. 
Seattle, Times. Actual aver. circulation sat 
6 months 1904, daily 86,848. Sunday 48,679. 
By far largest daily and Sunday in State. 


Tacoma, Lodger. Dy. av, 1903, 12,7173 Sy, 
15,6153 WY, 8,912. y Pras ge 6 mos. 1904, AYy., 
14,872; Sy., 18,294; w; 501. S.C. Beck- 
with, rep., Keanets Bldg., 2 . ¥. ‘& Chicago. 


WEST VIRGINIA. 

Parkersburg. Sentinel, daily. R.E. Hornor, 
pub. Average for 1903, 2.301 (i054), 

Wheeling, News. Daily paid cirewn 9.70%, 
Sunday paid circu’n 10,82 For 42 months up 
to Apri 1, 1904. Guarantees a paid circulation 
equal to any other two Wheeling papers combined, 


WISCONSIN. 


La Crosse, Chronicle. Daily average yee end, 
June, 1904, &, 885 (3k). Aver. June, /94, 6,671. 





Actual 
‘une, 1904, 


La Crosse, Leader-Press, evening. Actual 
average 1903, 5,590. Average June, 1904, 6,108. 


Milwaukee. Evening Wisconsin, d’y. I've. Wis- 
consin Co. Average for 1903, 21,981; December 








rowne. Averagé 1908, no issue less than 1, 10. 


1903, 25,090; August, 1904, 26, 708 ©). 








wes 


Sy) 
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Milwuakee, Germania-Abendpost, dy, Av. for 
year end’g Feb., 04, 28,876; av. Feb. 0h, 24,808, 

Milwaukee, Journal, daily. Journal Co., pub. 
Av. end. June, 1904,86,016. June, 1904, 86,870. 

Prog wt Northwestern. daily. Average for 

6,488. First six months 1904, 7,228, 

praca Journal, laity. Journal Printing Co. 
Average for 1903, 8, 702 

Racine, Wisconsin pariuionia, weekly, 
Average Sor 1903, $8,181. First 6 months 1904. 
86,872. ‘Advertising $2.80 per ch 


WYOMING. 
Cheyenne, Tribune. Actual daily average for 
193, 2,709. 
Rock Springs, Independent. Weekly average 
Sor 193, 1,055. First eight months 1904, 1. bse, 


BRITISH COLUMBIA. 
Vancouver, Province, daily, W.C. Nichol, 
publisher. droves for 1903, 8,888; 
August, (904, 7,665 
Victoria, Colonist, daily. Colonist P. & P. Co. 
Average for 1903, 8,695; June, 1904, 4,808. 


MANITOBA, CAN. 
Winnipeg, Der Nordwesten, Western Canada’s 
German newspaper, covers the entire German 
speaking population—its exclusive fleld. _Aver- 
age for 12 months ending June 30, 1904, 10,798. 











w seman S,_Fige Prem, ony and bag “ote. 
erage for 1 , ° 
Daily, August, 1904, yt tauren 

NEW BRUNSWICK, CAN. 

St. John, Star. Actual daily average for 
1903, 8, 276. 


NOVA SCOTIA, CAN: 

Halifax, Herald (© @) and Epesing Mail. 

Average 1903, 9,941. June, 1904,15,948. 
ONTARIO, CAN. 

Toronto, Canadian Impl it and Vi 
Trade, monthly Average fa OF 1908, BAST. — 

Toronto, Star, dail 
June 30th, 3598800 frat otzm Ui ots monthe flan. 190k. 80.045. 


Toronto, The News (Ind (Independent), evening 
—- Aver age first erry 1904, 86, 54 Gh). 
Average for August, 84,175 (sk). 
QUEBEC, CAN. 
Montreal, Herald, deity. Est, 1808. Actual 
average for 1903, 22, 515. 


Montreal. La Presse. Trefi ee ee, 
lisher. Actual average 1903, daily 7 2804. 
Average April, 1904, 80.116. 


Montreal. , dy.& wy. Graham & Co. Av. 
for’03, dy, 55.127, wy. 12 269 (1145). Siz mos, 





end. May 31, '03, dy. av. 55.147, wy. 122,157. 








(©©) GOLD MARK PAPERS @0@) 





uality of their circulation than od 


he class and 
(0) Aaveevioge value these pas pebere more for the c A> was symbolically represented by 


the mere number of copies prin: 
the sign ©.— Webster’s Dictionary. 


Among the old chemists g 


Out of a grand total of 23,265 publications listed in the e 194 issue of Rowell’s American Newspaper 


Directory, one hundred and nine are distii 
(09. the meaning of which is explained a 


a from all the others by the so-called gold marks 


he charge for advertisements entitled to be listed under this heading is 20 cents a Jine per week. 


WASHINGTON, D. C. 
THE EVENING STAR (©60), Washington, D. C. 
Reaches 90¢ of the W Washington homes. 


ILLINOIS. 
TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark, because UNE ads bring 


satisfactory results. 


BAKERS’ HELPER (© ©), Chicago, the oldest, 
largest, best known, most quoted. Has subseri b- 
ers in every State and Territory. 


KENTUCKY. 

THE COURIER-JOURNAL (© ©), Louisville, 
daily, Sunday and weekly. Not only has 
classand quality of circulation, but also quantity. 
While an old and conservative newspaper it has 
never lacked progressiveness. It was the first 
[ed outside of New York city to introduce the 

rgenthaler linotype machine. It is carried 
every day of the week on a special train of its 
own to the heart of the wealthy ‘ ‘ Blue-grass 
region,” and has alarger c'rculation in that 
territory than any other daily. 
MASSACHUSETTS. * 

BOSTON PILOT (©), every Saturday. Roman 

Catholic. Jas. Jeffrey Roche, editor. 
MINNESOTA, 


TY'NORTHWESTERN MILLE 


(©@) Minnea: — ear. vers 
milling and flour 1 vail over or the work "The 
only “Gold Mark” milling journal ( 
NEW YORK, 

THE POST EXPRESS (©). Rochester, N. Y. 
Best advertising medium in this section. 

BUFFALO COMMERCIAL (© Desirable, 
because it always produces satis’ am. results. 

THE vew YORK TIMES (© ©), “Allthe news 
that’s fit to print.” Net circulation exceeding one 
hundred thousand copies daily. 

ELECTRICAL WORLD AND ENGINEER © ©), 
established 1874; covers foreign and domestic 
electri urchasers; largest weekly circulation. 


SCIENTIFIC AMERICAN ( received the gold 
mar the only class publication receiving 
this distinction out of 23 000 journals and mag’z’s. 


CENTURY MAGAZINE 6 ©). There area few 

ple in every community who know more 

than all the others. These people read the 
AZINE. 


THE BROOKLYN D DAILY EAGLE 


3? a or ie yy in Greater 3 New Your” 


NEW YORK Taine (© ©). daily and Sun- 
day. Established A a clean 
and up-to-date new on lg ose readers repre 
sent intellect and eee ee power toa high- 
grade advertiser. 


FOREST AND STREAM © ©). weekly. Signifi- 
cant facts: (1) FOREST AND STREAM advertisers are 
ofthe stay-in class. (2) FoREsT AND STREAM ad- 
vertisers enlarge their ads, The increased space 
used by long-time clients tells the story. 

PENNSYLVANIA. 

THE PITTSBURG DISPATCH (Q6), Pittsburg, 
Pa. Delivered in more homes in Pittsburg than 
any other two a aeeepepers. 


CINCINNATI ENQUIRER (OG), Or Great—influ- 
ential—of world-wide fame —— 
medium in prosperous Middle West. Rates and 

information supplied | by Beckwith, N.Y.-Chicago. 


NOVA SCOTIA, CAN, 

THE HALIFAX HERALD e® and the EVEN- 
ING MAIL. Circulation exe 16,000, flat rate. 
ONTARIO, co 

LONDON FREE PRESS (¢ ©) caly, mersing, 
} seen. evening, in Ontari o. 


dium, circulation map and Sus 
FREE PRESS RENTING TING OO oe London, Ont. 


THE TORONTO, GLOBE (c2) 


is the leading ety oy 
information of BR tent T Ky VERR New york 





(Tribune Bldg.) and Chicago (Boyce Bidg.). 


Shh Bier in she 


Pad oa BR 


ee Sos 


it 
pe 


Se 


— 


Se toie eae Be 








24 


PRINTERS’ INK 











THE WANT-AD MEDIUMS 
OF THE COUNTRY. 








Printers’ Ink has always held that newspapers which carry the largest number of want ad- 
vertisements are closest to the hearts of the people. When in doubt follow the “wants.” You 
*t do wrong if you put your advertisement in the newspaper which carries the “wants” of the 


city in which it is printed. 


"Publications entitled to be listed under this heading are charged 20 cents a line a week; 


$10.40 a line for a year. Six words make a line. 


ARKANSAS, 
ee Arkansas GAZETTE, Little Rock, estab- 
lished 1819. Arkansas’ leading and most 
widely circulated newspaper. Average first six 
months 1904, 8,581 copies. 

The GAZETTE carries more Want ads than all 
other Arkansas papers combined. Rates, Ic. a 
word. Minimum rate 20c. 

CALIFORNIA. 
HE Tres prints more “Want” and otherclas- 
sified advertisements than the other five 
newspapers in |.os Angeles combined. it is the 
medium for the exchange of commercial intelli- 
gence throughout the whole Southwest. 

Rate—ONE CENT A WORD FOR EACH INSERTION ; 
minimum charge 25 cents. Sworn daily average 
for year 193, 36.656 copies. Sunday circulation 
regularly exceeds 51.000 copies. 


COLORADO. 
‘(HE Denver Post, Sunday edition, Sept. 11, 1904, 
contained 3,299 want ads, a total of 79 5-10 
columns. The Post is the big Want medium of 
the Rocky Mountain region. The rate for Want 
advertising in the Post is five cents per line 
each insertion, seven words to the line. 
CONNECTICUT. 
a ERIDEN, Conn., RECORD covers fleld of 50,000 
population; working people are skilled 
mechanics. Classitied rate, cent a word a day, 
five cents a word a week. Nad 
etc., half cent a word a day. 


“agents Wanted 
DELAW ARE. 


TILMINGTON people use the EVENING JouR- 
NAL for “Want ads.” Foreign advertisers 
can safely follow the home example. 


: te Delaware the only daily paper that guar- 
antees circulation is ‘** Every Evening.” « It 
carries more classified advertising than all the 
other Wilmington papers combined 


DISTRICT OF COLUMBIA. 
PHE NATIONAL TRIBUNE (weekly), Washing 
ton, D. C., 100,000 circulation, carries from 
300 to 500 “Want” ads every issue. Fositively a 
yaying medium at 20 cents a line. 


‘(HE Washington, D. C., EVENING STaR (OO) 
carries DOUBLE the number of WANT ADs of 
any other paper in Washington and more than 
all of the other papers combined. 
MAKE COMPARISON ANY DaY. 


GEOKGIA. 
HE Atlanta JOURNAL carries three times as 
many Wants as its «chief competitor. 


ILLINOIS. 

f Wao Chicago DAILY NEws isthe city’s ‘Want 

ad’’ directory. 1t published during the year 
1903 10.781 columns of “‘classified’’ advertising, 
consisting of 634,626 individual advertisements. 
Of these 205,556 were transmitted to the DamLy 
News office by telephone. No free Want ads are 
published. The DaILy News rigidly excludes all 
objectionable advertisements. “Nearly every- 
body who reads the English language in, around 
or about Chicago hood the DaiLy NEws,” says 
the Post Office Review. 


‘J.HE Avrora DAILy News runs twice to three 
times as many want ads as any other paper 
in Kane County, population 80,000. 


EORIA (Ill.) JouRNAL reaches over 13.000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 
INDIANA. 
HE Marion LEADER is recognized as the best 
result getter for want ads. 








Display type may be used if desired. 


T\ERRE HAUTE Star carries more Want 
T than all other ‘/erre Haute dailies. ~ 


be bee the STaR carries more Want ads than 
4 any other Indiana morning newspaper, 
with the exception of the Indianapolis StaR. 


NDIANAPOLIS Stak since Janu first has 
more than doubled the volume of its Classi- 
fied advertising. On Sunday, April 10, the Star 
carried more than two full pages of Want Ads. 
Ts Indianapolis NEws during the first six 
months of 1904 printed 66,240 more classified 
advertisements than all other dailies of Indian- 
apolis combined, printing a total of 137,217 sep 
arate paid Want ads during that time. 


IOWA. 

[HE Des Moines CAPITAL guarantees the larg- 

est circulation in the city of Des Moines of 
any daily newspaper. It is the want ad medium 
of lowa. Rate, one cent a word. By the month, 
#1 pet line. It is published six evenings a week. 
Saturday the big day. 

KENTUCKY. 

‘PHF Owensboro DatLy INQUIRER carries more 

Want ads every week than any other Owens- 
boro newspaper carries in any month. Eighteen 
words one week, 25c. 


MAINE. 
THE EveNine EXprEss carries more Want ads 
than al! other Po: tiand dailies. 


MPHE, Baxcor DaILY NEws is the best Want 
advertising medium in Maine. A trial ad of 
four lines, teu cents per issue 


MARYLAND. 
'MHE Baltimore News carries more Want Ads 
than any other Baitimore daily. It is the 
recognized Want Ad medium ot Baltimore 


MASSACHUSETTS. 
‘(THE Brockton (Mass.) DamLy ENTERPRISE 
carries more than a solid page of “Want” 
ads—30 words 5 days, 25c. Copy mailed free. 


SHE Boston TRAVELER publishes more Want 

advertising than any other exclusively even- 

ing paper in its field,and every advertisement 
is paid for at the established rates. 


mpHE BosToN EVENING TRANSCRIPT is the lead- 

ing educational medium in New England. 
It prints more advertisements of schools and in- 
structors than all other Boston dailies combined. 


Mue Boston GLoBE, daily ard Sunday, carries 

more “want’’ ads than any other paper in New 
England because it brings results to the adver- 
tiser. During the first six months of 1904 the 
Boston hae 213.506 paid “wants,” 
which was 81, more than appeared in any 
other Boston paper. Every “want” ad was paid 
for at the regular card rate, and there were no 
deals or discounts. 


MINNESOTA, 
‘THE Sr. Pact Dispatcu is the leading “Want” 
medium in the Northwest, read and relied 
upon by everybody in its city and territory; 
more paid circulation than the other St. Pau 
dailies combined; brings replies at smallest cost. 
Circulation 1908—53.044 ; now 57,624. 


IGURES that prove that The Minneapolis 
JOURNAL carries the most “Want Ads” of any 
daily newspaper in the serine ~ Dell 
earest Daily 
Journal. Competitor. 
cols, 


Year 1903 2,980 1,900 cols. 
7 months 1904, 2,031 “ 1,1% “ 

















HE MINNEAPOLIS TRIBUNE is the recognized 
T Want ad medium of Minneapolis and has 
been for many years. It is the oldest Minne- 
apolis daily and has over 88,000 subscribers. 
which is more than 20,000 each day over and 
above any other Minneapolis daily. its evening 
edition alone has a larger circulation in Minne- 
apolis than any other evening paper. It pub- 
lishes over 80 columns of Want advertisements 
every week at full price, no free ads; price covers 
both morning and evening issues. No-other Min- 
neapolis daily carries anywhere near the num- 
ber of id Wanted advertisements or the 
amount in volume. 

MISSOURI. 
HE Joplin GLoBE carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word, Minimum, lic. 


TRE Kansas City JOURNAL (every mornin 
including Sunday), one of the recognize 
Want ad mediums of the United States; 21 to 35 
columns paid Wants Sundsy; 7 to 10 columns 
daily. Rate, 5 cents a nonpariel line. 


NEBRASKA, 
HE Lincoln DAmILy S8TaR, the best ‘Want Ad” 
medium at Nebraska’s capital, Guaranteed 
circulation exceeds 12,000 daily. Kates, 1 cent 
rword. Special Saturday rate. 15 words only, 
times, 15 cents, cash. ParLv STaR, Lincoln, Neb. 


NEW JERSEY. 


bp AMERICAN MECHANIC, Burlington; 
40,000 circulation. Cheapest Want ad me- 
dium in New Jersey; 10 cents line. 


puss BETH DatLy JouRNAL covers population 
of 95,000, Largestcirculation. Brings re- 
sults. Only * Want” medium, Cent a word. 


[paluy ENTERPRISE, Burlington, 15 branch 
offices. Best Want medium Central New 
Jersey—4 lines, 3 days, 25 cents. 


NEW YORK. 
HE Post-ExPrRess is the best afternoon Want 
ad-medium in Rochester. 


LBANY EVENING JOURNAL, Vastern N. Y.’s 
best paper for Wants and classified ads. 


N Binghamton the LEADER carries largest pat- 
1onage; hence pays best. BECKWITH, N. Y. 


UFFALO NEWS with over 87,000 circulation, 

isthe only Want Medium in Buffalo ana the 

strongest Want Medium in the State, outside of 
New York City. 


HE Times-Union, of Albany, New York. Bet- 
ter medium for wants and other classified 
Matter than any other paper in a. and 
guarantees a circulation greater than all other 
daily papers in that city. 


JRINTERS’ INK, published weekly. The rec- 
ognized and leading Want ad medium for 
Want ad mediums, mail order articles, aavertis- 
ing novelties, printing, typewritten circulars, 
rubber stamps, office devices, adwriting, half- 
tone making, and agers anything which 
interests and appeals to advertisers and busi- 
hess men. Classified ‘advertisements, 20 cents 
a line per issue flat ; six words toa line, Sample 
copies, ten cents. 








OMTO. 
HE Zanesville S1gNaL reaches 64 townsin§. E. 
Ohio, also 68 rural routes; Kc. a word net. 


7 OUNGSTOWN VinpicaTtor—Leading “Want” 
medium. lc. per word. Largest circulation. 


AYTON ((.) News always leads in Want ads. 


LY One cent per word per insertion. Largest 
circulation. 


PRE MANSFIELD NEWS publishes daily more 
Want ads than any other 20,000 population 

newspaper; 2) words or less 3 consecutive times 

or less, 25¢.; one cent per each additional word. 


OKLAHOMA, 
(THE OKLAHOMAN, Okla. City, 8,318. Publishes 
more Wants than any four Okla. competitors. 


OREGON. 


TRE Portland, Oregon DaILy JOURNAL, every 
«a. evening and Sunday morning, carries more 

want ads” than all the other evening papers 
in Oregon combined, ineluding its afternoon 
Portland quemarenrt. Rate :5 cents a line 
each insertion—seven insertions, including the 
inday JOURNAL, for the orice of five. 
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PENNSYLVANIA, 
Ts Chester, Pa., TIMES carries from two to 
five times more classified ads than any 
other paper. 


HE REPORTER (evening), Washington, Pa. 

(midway between Pittsburg and Wheeling, 
W. Va.), carries more classified ads than all 
other parent of the county combined. Rates: Ic. 
a word first insertion; }c. a word each consecu- 
tive additional time. No ad less than 25 


HILADELPHIA, THE KVENING BULLETIN— 
Want ads in THE BULLETIN 

goes daily into more Philadelphia homes than 
any otker medium. In Philadelphia there are 
about 230,000 homes. THE BULLETIN’s circulation, 
which during the month of August averaged 
183,404 copies per day, net paid (see Roll of 
Honor), goes each evening into a majority 
of these homes. In Philadelphia nearly every- 
body reads BULLETIN. BULLETIN will 
not print in its classified columns advertisements 
of a misleading or doubtful nature, those that 
carry stamp or coin clauses, nor those that do 
not offer legitimate employment. 


VIRGINIA. 
4 be ~ TIMES-DISPATCH carries more Want ads, 
both heip and general, than any other pa- 
yer published in Kich i, bec 





Pp t is the 

ome paper of Richmond and Virginia, and 
reaches the class that give results. Want ads, 
May, 4,101; June 4,824. 


‘THE News LEaprR, published every afternoon 
except Sunday, Richmond, Va. Largest 
circulation by long odds (27,414 aver. 1 year) and 
the recognized want advertisement medium in 
Virginia. Classified advts.,one cent a word per 
insertion, cash in advance; no advertisement 
counted as less than 25 words; no display. 


WISCONSIN. 
J) ANESVLLE GAZETTE, daily and _ weekly, 
e reaches 6.500 subscribers in the million dol- 
lar Wisconsin tobacco belt, the richest section 
of the Northwest. Rates; Want Ads—daily, 3 
lines 3 times, 25c.; weekly, 5c. line. Big results 
from little talk. 


CANADA. 
A PRESSE, Montreal. Largest oe oat 
tion in Cansda. (Daily 80,000, turdays 
100,000.) Carries more want ads than any French 
newspaper in the world. 


HE Daity TELVGRAPH, St. John, N. B., is the 
want ad medium of the maritime provinces. 
Largest circulation and most up-to-date paper of 
Eastern Canada. Want ads one cent a word. 
Minimum charge 25 cents. 


THE Toronto DatLy STAR is necessary to any 

advertiser who wants to cover the Toronto 
field. Carries more local general advertising 
than any other Toronto paper. Sworn daily 
average circulation, May, 1904, 30,670. 


‘HE Montreal DaILy STaR carries more Want 

advertisements than ail other Montreal 
dailies combinea. The FaMILy HERALD AND 
WEEKLY STAR carries more Want advertisements 
than any oiher weekly paper in Canada. 


HE Winnipeg FREE PRESS carries more 
“Want” advertisements than any other 
daily paper in Canada and more advertisements 
of this nature than are contained in all the other 
daily papers published in the Canadian North- 
west combined. Moreover, the FREE PRESS car- 
ries a larger volume of general advertising 
than any other daily paper in the Dominion. 
Number of paid ‘Want s” published in April, 
39.984; in May, 39,180. 


Hi Toronto EVENING TELEGRAM is the “Want 
Ad Medium,” and has a local circulation 
equal to any two other papers combined. These 
facts mean something to the resuit—seeking ad- 
vertiser. 31,536 daily average for six months, 
Rates: 5c. per line for 20,000 lines; 6c. per line for 
10,000 lines. No charge for position on ads of 
seven inches, or over, single column. Rates are 
le. per word, each insertion, for Agents Wanted, 
Personals, or other classified ads, 


BRITISH COLUMBIA. 
HE Victoria CoLontst covers the entire prov- 
ince of British Columbia (branch office in 
Vancouver). More “WANT” ads appear in the 
Sunday COLONIST than in any other paper west 
of Winnipeg. One cent a word each issue. Sam- 
ple copies free, 
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A JOURNAL FOR ADVERTISERS, 
tm Issued every Wednesday. Subscription 
price, five dollars a year,inadvance. Tencentsa 
copy. Six dollars a hundred. Being — from 
stereotype plates it is always possible to supply 
back numbers if wanted in lots of 500 or more. 





ADVERTISING RATES : 

Advertisements 20 cents a line, pearl measure, 
15 lines to the inch ($3); 200 lines to thepege ($40). 

For specifi ition selected by the adver- 
tisers, if granted, douvle price is demanded. All 
advertisements must be ded in one week in 
advance. 

On time contracts the last copy is repeated 
when new copy fails to come tohand one week 
in advance of day of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for 

Two lines smallest 
words make a line. 
| Seg appearing as reading matter is in- 

ree 


se: \ 
Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 


rata. 
vertisement taken. Six 


Cuar.es J. ZINGG, 
Publisher, 
Business Manager and Managing Editor. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears.50-52 Ludgate Hill,EC 


NEW YORK, SEPT. 21, 1904. 
COMPETITION. 


Competition through price-cut- 
ting is generally ruinous. Com- 
petition by means of advertising 
isn’t—though it looks very much 
as though it were to the man who 
sees in magazines or newspapers 
the advertisements of a competitor 
who is after his trade. Price-cut- 
ting doesn’t educate the public. Ad- 
vertising does, and that means in- 
creased demand. ‘ 

* * * 

Take the advertised novel, for 
instance. When every story-book 
was presumed to be sacred “litera- 
ture,” and advertised in a pedantic 
way, the novel in “hard covers” 
was bought and read chiefly by 
pedantic people, while the great 
mass of story readers who are 
afraid of the word “literature,” if 
they ever heard it, got their enter- 
tainment in the New York Ledger, 
the Fireside Companion and the 
Seaside Library. Then, some pub- 
lisher advertised a novel for the 
story’s sake. It took well. A com- 
petitor came into his field, and an- 
other, and another, and another. 
Did they take away from the first 
publisher his clientele, created 
through advertising? Not at all. 
Each advertising campaign for a 
novel won new readers, giving a 
greater public to any publisher 
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with a good story to advertise. The 
Saturday book number of a big 
daily looks crowded, and at first 
glance it is natural to wonder how 
all these advertised books are going 
to sell in paying quantities. But 
each new ad does something to in- 
crease the mass of readers—it 
doesn’t cut into the sales of any 
other good book in the least. Ag 
a result there are not enough good 
books to-day for the mass of read- 
ers that has been created through 
advertising. Robert Bonner got 
three dollars a year for twenty or 
thirty novels in the form of the 
Ledger. The publisher of to-day 
gets at least a dollar apiece for 
pretty much the same stuff, and 
there are oodles of profit for the 
retail bookseller, the writer, the 
illustrator, the printer, engraver, 
binder, papermaker, and the men 
who own the advertising space. 
* 


Pages upon pages of bicycle ad- 
vertising were in the magazines a 
few years ago. Each new ad helped 
all the rest, and the result was a 
bicycle “craze.” To-day the au- 
tomobile is going through the same 
period of development. Each new 
automobile ad creates a new center 
of interest in the machine. This 
interest creates automobile thought, 
discussion and investigation among 
the people. Newspapers and maga- 
zines give the automobile more and 
more attention as interest intensi- 
fies. Ten automobile advertisers 
might create enough interest to sell 
a hundred machines a month be- 
tween them. Five more advertisers 
would sell two hundred machines, 
and twenty advertisers would sell 
three hundred. So it progresses in 
ratio. Another fact holds good in 
this and all “competitive” adver- 
tising. The man who becomes in- 
terested in automobiles through 
the Oldsmobile advertising be- 
comes an investigator, and the 
Locomobile may ultimately be 
1 sre to his taste. The point is, 


each ad creates new investigators. 
Everybody in the trade profits— 
even the non-advertising manufac- 
turers, who could get a greater 
share of results by coming out into 
the limelight of publicity. 

Each new ad for a piano-player 














bE, i eS, ee ao | OS. eer Ss ae OV SS. 2 ae ae UO. Oe ee ee ae eee 


ae eS OW Fy 


= 





helps all the other piano-players, 
and all the piano advertising. All 
the piano ads are direct feeders for 
the piano-player manufacturers, 
and for all the composers, and 
music publishers, and concert sing- 
ers, and solo violinists, and sym- 
phony orchestras. These things are 
only parts of one great idea— 
music. All the advertising bearing 
on parts of this idea enlarges the 
whole. So with the shoe adver- 
tising, and men’s clothes, the staple 
or new-fangled foods, and all ad- 
vertised things. Competition by 
price-cutting is a desperate duel for 
a limited amount of trade. Com- 
petition by advertising is a fierce 
tivalry to see who can create the 
most new business, and isn’t com- 
petition at all, but co-operation. 


Harvey W. Bett, for fifteen 
years associated with the Pettingill 
agency, Boston, died in that city 
recently. 





Mr. Horace Davis, for many 
years with the Montreal Star is 
now Assistant Business Manager 
of the Boston Traveler. 


Wuen the New York Times 
moves up-town the building it now 
occupies will thereafter be desig- 
nated as No. 41 Park Row. 


A NEW PRINTERS’ INK baby is 
the Southern Advertiser, a maga- 
zine devoted to advertising, pub- 
— by G. C. Earle, Birmingham, 





Tue Great Western Railway, 
England, recently offered three 
cash prizes ot $250, $50 and $25 
for the best articles describing a 
journey on its line from London 
to Cornwall. The articles winning 
the prizes will be used for adver- 
tising purposes. § 


Tue following, have been elected 
and have qualified as Directors of 
the International Advertising As- 
sociation: Mr. J. R, Kathrens, Ad- 
vertising Manager, Pabst Brewing 
Co,, Milwaukee, Wis.; Mr. W. M. 
Ostrander, Real Estate Advertiser, 
Philadelphia, Pa.; Mr. W. C. 
Bobbs, Pres. Bobbs-Merrill Co., 
Indianapolis; Ind/; © Mr..-H:-cL. 
Kramer, Pres. Sterling Remedy 
Co. Kramer, Ind, 
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THe Republican, - published 
weekly at Ravenna, Ohio, has en- 
tered its seventy-fifth year, dating 
from 1830. A new building has 
just been completed and occupied 
by the paper. President Garfield 
was once a stockholder in the Re- 
publican, 

THe Smith & Thompson special 
agency, New York, has increased 
its promotion staff by engaging W. 
G. Edsall, formerly with the J. 
Walter Thompson agency and New 
York Press, and Clement Yore, 
formerly with Pierce Underwood. 
Mr. Yore will be assistant to John 
Budd, manager of Smith & 
Thompson’s Chicago office. 








THE name of G. E. Tarbell, sec- 
ond vice-president of the Equitable 
Life, New York, is affixed to four 
remarkable little pamphlets issued 
by that company. Written from 
practical experience and intended 
to stimulate the active solicitor in 
the life insurance field, they are 
finished productions as contrasted 
with much mere “office” talk of the 
same nature. “Believe in Your- 
self” is the title of one. ““Oppor- 
tunity” is another. The third ‘is 
entitled “The Majesty of Work,” 
and the fourth is “Don’t Be a 
Quitter.” Their energy and first- 
hand knowledge would stimulate 
any sales force, 


A NEw -London advertising agen- 
cy is that of H. Powel! Rees, who 
has resigned his position as head 
of the Paul E. Derrick London 
branch agency to go into business 
on his own account. Mr. Rees is 
one of the English directors of the 
International Advertising Associa- 
tion. Born in Wales, he came to 
the United States after completing 
his education and entered the ad- 
vertising field, managing the Amer- 
ican interests of Pear’s and other 
British advertisers, ana having 
connections with the Morse and 
other American agencies. Three 
years ago he went to England to 
manage the Quaker Oats advertis- 
ing placed by the Derrick agency. 
His own agency will make,a_ spe- 
cialty of. the. preparation. of copy 
and selling plans, as well as plac- 
ing. 
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J. W. Brackett, publisher of 
Maine Woods, Phillips, Me., is a 
candidate for commissioner of in- 
land fisheries and game in that 
State. 


THE old-established dry goods 
business of Partridge & Richard- 
son, Philadelphia, has been sold to 
Strawbridge & Clothier, the same 
city, who will transfer- the stock 
to their own store. Partridge & 
Richardson has been a staid name 
in Philadelphia retailing since 1852. 





THERE was consternation in the 
office of the Chicago American re- 
cently, says the Commercial Union. 
All excuses on the part of proof- 
readers failed to lay the suspicion 
excited by a typographical error 
which had appeared in that paper. 
In big black type on the first page 
has been displayed the heading: 

“Michael Farley Dead From 
Hearst Disease.” 


A RECENT issue of the Photo- 
Miniature, published in both New 
York and London, jis devoted al- 
most exclusively to photography as 
applied to advertising, giving in- 
valuable suggestions for securing 
the best results in making photo- 
graphs for publicity purposes. The 
Photo-Mimiature is one of the best 
among the publications in its field. 
Established in 1899, it has grown to 
a circulation exceeding 5,500 in five 
years, being. entitled to entry in 
the Roll of Honor. The editor is 
John A. Tennant, and the New 
York office is at 287 Fourth avenue. 


“Two Days in Montreal” is a 
booklet from the Montreal Star 
containing an article modeled on 
the daily newspaper investigations 
originated by Printers’ INxk. The 
chief vantage points of the Star are 
cleverly shown up, and by way of 
making the opinions of different 
Montreal merchants carry weight 
with American advertisers the 
writer has used comparisons that 
will be understood this side the 
line, such as calling Henry Birks 
& Sons jewelry store the “Tiffany’s 
of Canada,” and likening depart- 
ment stores to their prototypes in 
New York and Chicago. This is, 
veritably, “talking United States,” 
and a very happy thing to do. 


Grit, the Williamsport, Pa, 
weekly, offers cash prizes of $209 
to readers who select the ten best 
advertisements appearing in its col- 
umns, the sum being divided 
among 100 readers and the awards 
made on the plan of giving the 
prizes to those whose complete 
lists most nearly approximate the 
ten ads which prove most popular 
in the contest. 





THE Courier-Herald, Saginaw, 
Mich., recently asserted that the 
Evening News, of the same city, 
had not twice the paid circulation 
of the Courier-Herald. This led 
to a large display announcement in 
the Evening News wherein that 
paper confessed to having 7,879 
daily average, against the Courier. 
Herald’s 4,769. The papers are 
warring over net paid circulation. 
Both the Evening News and Cour- 
ier-Herald are in the Roll of 
Honor, and as one appears in the 
morning and the other in the even- 
ing it would seem that a general 
advertiser would need both to 
cover the city of Saginaw, with its 
55,000 population. Saginaw has 
no other daily papers, 


Special Issues 


of 


Printers’ Ink 


For the main purpose of 
securing new subscribers to the 
Little Scheolmaster the follow- 
ing special editions will be 
issued on the dates stated : 





Sept. 28, 1904, Press Day, Sept, 2) 
Real Estate. 





Oct. 12, 1904, Press Day, Oct. 5, 
Trade Journals. 

Oct. 26, 1904, Press Day, Oct. 19, 

Banks and Financial Advertising. 
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THe Church Times of London 
publishes the following advertise- 
ment; 

Lady is anxious to find a home or place for 

irl, se utterly disob t and friv- 
olous, but honest and strong, where her ser- 
vices will be given for training and care 


required. 














“Facts” is the laconic title of a 
booklet from the Times, Trenton, 
N. J. Describing New Jersey as a 
whoie, the Times calls attention to 
the fact that it is sixteenth in pop- 
ulation and third in density of pop- 
ulation, having 250 persons to the 
square ‘mile. In the number of its 
trolley roads New Jersey is fifth, 
with 59 lines, and ninth in trolley 
mileage, with 1,025 miles. It is 
seventh in trolley capitalization, 
$86,089,160 being invested in these 
interests. It has 2,000 miles of 
good wagon roads, leading all 
other States though ranking forty- 
second in area, and is one of the 
few States in the Union entirely 
free from debt. In fact, those who 
have acquired their impressions of 
New Jersey from commuter jokes 
in the comic papers will do well to 
obtain this booklet and get infor- 
mation straight. The Times, as a 
medium for covering New Jersey, 
points to its splendid showing of 
classified business, its central loca- 
tion geographically and its circula- 
tion, which embraces city, suburbs 
and rural routes. In the latest is- 
sue of the American Newspaper 
Directory the Trenton 7 imes has a 
figure rating of 13,727 for 1903. 
For the first six months of this 
year the daily average was 14,818, 
of which 11,000 are circulated in 
Trenton and the balance outside. 
The Times is the only daily paper 
in Trenton entitled to admission to 
the Roll of Honor. 





BOSTONESQUE. 


Circulation, as applied to the publish- 
ers’ output, is a misnomer. If the in- 
teraction of centripetal and_ centrifugal 
forces balances, the resultant circle 
means continuous revolution about a 
fixed point within an unchanging cir- 
cumference. There is no growth. When 
the center-seeking impulse exceeds, the 
circumference tends to shrink toward 
the center. Contrariwise, the revolving 
particles tend to scatter. It is this cen- 
trifugal “Distribution,” without centrip- 
etal “Returns” that the advertiser wants 
and needs.—E. W. Krackowizer, in the 
Boston Herald. 


A BOOKLET on behalf of Mr. 
Hearst’s new paper, the Examiner, 
Los Angeles, Cal., asserts that the 
daily average has reached the 
neighborhood of 30,000 copies, 
while the amount of advertising 
carried since its establishment in 
December, 1903, was 191,935 inches 
for the first six months, 





Nor half the newspapers pub- 
lished print so many as a thousand 
copies. It is a fact almost beyond 
belief that there are several thous- 
and newspapers that do not issue 
regularly so many as a hundred 
copies. The publishers of the pa- 
pers issuing very small editions 
know how many quires or sheets 
of paper they “wet down,” but can 
rarely tell exactly how many com- 
plete and perfect copies come from 
the press. They content them- 
selves with seeing to it that there 
are copies enough to supply the 
paid-for demand and a few extra 
“left overs” for such as may 
chance to have use for an extra 
copy. The publisher of a paper 
printing only a hundred copies, 
demands as much for his adver- 
tising space as he would if his edi- 
tion were ten times as great. He 
gets less advertising, but to the 
customers who are available his 
paper is “Hobson’s Choice.” 


OPPORTUNITY 


Will sell an interest in a proprietary 
medicine company which is a goirg 
concern; present sales, without push- 
ing, show a profit; wanted an active 
man who could put in some money 
and practically all of his time; an un- 
usual opportunity, as remedies con- 
trolled have great merit; there is a 
steady demand for them, Address, 
with particulars, 

MERIT, 
Care of Printers’ Ink, 
10 Spruce St., New York. 
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THE Democratic State Committee 
of Vermont has been using paid 
advertising space in the newspa- 
pers of that State to advertise the 
issues of the campaign as viewed 
from the standpoint of their party. 


Durinc the past week the Vree- 
land-Benjamin Special Agency, of 
New York and Chicago, have add- 
ed to their New York staff, Mr. 
A. E. Clayden, who for the past 
three years has been ‘connected 
with Mr, E. A. Berdan, representa- 
tive of the Times-Star, of Cin- 
cinnati, in the eastern field. 


Mr. R. J. GUNNING, of the Gun- 
ning System of Outdoor Publicity, 
has extended an invitation to the 
members of the International Ad- 
vertising Association to be his 
guests at a Dutch supper, on the 
evening of Wednesday, October 
sth, at St. Louis, Mo. The first 
annual Convention of the Interna- 
tional Advertising Association will 
be held in St. Louis, on the 4th, 
5th and 6th of October, and it is 
expected that those who attend the 
Convention will accept Mr. Gun- 
ning’s invitation. 








A Form of advertising that pro- 
duces excellent results for the Na- 
tural Food Co., Niagara Falls, N. 
Y., is a system for inviting guests 
at hotels to visit the Shredded 
Wheat Biscuit factory. The lead- 
ing hostelries of Niagara Falls and 
Buffalo are supplied with menu 
covers, one side bearing the name 
of the house with a view of the 
Falls, and the other the following 
invitation: “Guests of this hotel 
are cordially invited to visit the 
Natural Food Conservatory and to 
witness the interesting process of 
manufacture of Shredded Wheat 
Biscuit.” Every day a list of 
guests at leading hotels is sent the 
Natural Food Company, and to 
each is mailed a personal invitation, 
with a pass to the building. In 
addition, each room of the hotels 
that co-operate. in this plan has a 
neat celluloid sign, repeating the 
invitation and indicating the cars 
that reach the factory. In the 
course of the year this simple 
method pays for itself many times 
over. 
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Tue Attorney-General of Ohio 
is taking action on the Postoffice 
Department’s recent decision to de- 
bar from the mails any newspaper 
printing objectionable advertising, 
Through his offices the Sunday 
News, of Zanesville, that State, 
was recently refused for mailing 
on the charge of carrying lottery 
advertisements, The Sunday News 
is published by Adam Ellsperman, 
who avers that the action of the 
Postoffice officials is prompted by 
political motives, He has placed 
the matter with an attorney. It is 
rumored that other papers in Ohio 
will lose their mailing privileges. 


Tue Banning agency, Chicago, 
which failed two weeks ago, 
handled the following business 
among its accounts, which has been 
transferred as indicated: Prof. J. 
H. Austin, through Lord & 
Thomas; Scott & Forseman, di- 
rect; E. B. Grossman & Co, 
through J. Walter Thompson; the 
following accounts are now 
handled by the George H. Mead 
Agency. Hess Bros.’ Business 
College, E. Albrecht & Son, H. 
Lohrbauer & Co., all of St. Paul; 
F. Buckstein & Co, and Valentine 
Manufacturing Company, of Min- 
neapolis. The disposition of the 
accounts of the Geo. W. Cornwall 
Agency has not yet been made 
public. 





Two interesting tests were re- 
cently made of the advertising 
value of the Republican, Water- 
bury, Conn. The Excelsior Pen 
Co., Lynn, Mass., advertised a 
fountain pen at sixty-nine cents, 
orders being taken at the office of 
the paper on twenty per cent com- 
mission. The advertisement ran 
months at a charge to the pen con- 
cern of $33, during which the Re- 
publican sold nearly 1,000 pens. 
The selling cost of the advertising 
was 5.17 per cent. A single ad- 
vertisement of free samples of 
Mackintosh’s Toffee, given away 
through a local department store, 
brought requests for 6,500 samples 
in one day. The Republican is the 
only paper in Waterbury represent- 
ed in the Roll of Honor, and the 
only. one in its city entitled to 
tepresentation. 








Il 
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A UNIQUE advertisement appear- 
ing in dailies throughout the coun- 
try is called “Things of Interest at 
the World’s Fair.” Printed in 
straight nonpariel, it has the ap- 
pearance of a department in each 
paper. Short reading notices are 
inserted about exhibits of well- 
known firms, as the Victor Talking 
Machine Co., Borden Condensed 
Milk, Keen Kutter Pocket Knives 
and others. The service appears 
to be a syndicated one, and ought 
to produce desirable general pub- 
licity. 

S1nce May the Marine Review, 
Cleveland, has devoted one of its 
issues each month to some subject 
intimately associated with the ma- 
rine interests of the world at large 
and America in particular. The 
September issue deals with the 
coastwise trade of the United 
States. October is to see a Pana- 
ma number. The issue for No- 
vember 3 will treat special machin- 
ery on shipboard, and in December 
the economical handling of freight 
will be discussed, The Marine 
Review is published weekly. 


SEVERAL movements are on foot 
under the general name of “Beauti- 
ful America” to improve towns, 
cities and country roads by the re- 
moval of billboards. The Ladies’ 
Home Journal recently offered sub- 
stantial cash prizes for photos 
showing, first a locality disfigureJ 
by outdoor advertising, and, sec- 
ond, the same locality with the 
boards or painted building remov- 
ed. The Billposter and Distributor, 
official organ of the billposters of 
the United States and Canada, -has 
started a “Beautiful America” de- 
partment on its own account. A 
diamond studded. medal worth 
$100 will be given to the billposter 
who shows that he has brought 
about the greatest improvement in 
a vacant lot, or the appearance of 
a landscape or neighborhood, by 
the erection of a billboard. The 
decisions will be given upon “be- 
fore” and “after” photos. It is con- 
tended that all vacant lots are not 
things of unmixed beauty, and that 
the billboard is often an improve- 
ment, hiding eyesores, weeds and 
rubbish. 





CANADA is a great and growing 
country with a prosperous present 
and a promising future. Conclu- 
sive evidence of this crowded in 
upon me at every step of my recent 
trip through the Dominion. I was 
surprised to find such abundance 
and variety of American goods for 
sale in all the cities and towns I 
visited, and in many of the villages 
as well. I was able to procure al- 
most any article I had been accus- 
tomed to use when at home in the 
United States. This made me cu- 
rious, and upon consulting Cana- 
dian trade statistics I found that last 
year the total imports into Canada 
amounted in value to $224,813.710, 
of which $128,790,237 came from 
the United States. The result is 
that enterprising American manu- 
facturers are fast establishing 
themselves in Canada and are par- 
taking of the general prosperity 
and development, which is every- 
where apparent. The Canadians 
are generous livers. They cannot 
be called extravagant, but they 
know their needs and they supply 
them well. They can well afford 
to, for in proportion to numbers 
they are well off, the per capita 
wealth of the Dominion being 
much greater than that of the 
United States. Immigrants are 
pouring into the country and the 
great West is rapidly filling up. 
The Canadian market is therefore, 
a growing one and none offers to 
American manufacturers and ex- 
porters surer or larger returns.— 
M, Lee Starke, 





**A JOURNAL OF PROGRESS.” 
Witmincton, Dr-., Sept. 9, 1904. 
Editor of Printers’ Ink: 

The Evening Journal announces to-day a 
new and heretofore untried plan for assisting 
“want ad”’ users. 

After this date every Bell Telephone pay 
station in Wilmington will be a “‘want ad” 
office. People who wish to advertise will sim- 

ly call No. 33 from any automatic pay station, 

rop a ‘quarter in the slot—twenty-five cents 
being the minimum charge for classified ads— 
and telephone their ad direct to the Evening 
Journal’s office. This gives ‘the Evening 
Journal nearly two hundred ‘‘want ad”’ offices 
in the city—all conveniently located. and cover- 
ing the entire territory. It is‘a departure in 
the wide-spread use of the telephone for busi- 
ness perpeoe, aoe both the Evening Journal 
and the telephone corporation are exceedingly 

optimistic over the probability of success. 
Very truly yours, 
Tue “Eveninc JouRNALy” 

Irvin F. P: 


aschall, Bus. Mgr. 
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SoMETIMEs the advertising must 
run from three to six months be- 
fore it begins to produce profit. 
But in such campaigns it will us- 
ually be found that profits continue 
for a similar period after the ad- 
vertising has been stopped. 


THERE are times when the daily 
papers offer a _ priceless back- 
ground to certain kinds of adver- 
tising. During a local epidemic of 
burglaries, for example, every 
safety deposit vault ad has ten 
times the value it would have in 
quieter times. Just now the talk 
of Wall Street losses gives point 
to savings bank publicity. There 
are times when cotton and wool go 
up, too, or the fruit or salmon pack 
is small. Every business has its 
turns in news themes, and every 
progressive advertiser should be 
alert to profit by them. 





A DEPARTMENT store in Provi- 
dence, R. I., recently advertised a 
sale of $6,000 worth of Irish point 
scarfs and shams which had been 
bought from the overloaded manu- 
facturers at $3,000 and would be 
sacrificed. Quantities and prices 
were itemized in the ad. The editor 
of the Rhode Island Advertiser 
made a tabulation of these quan- 
tities and prices and found that the 
$3,000 lot at the store’s “bargain” 
prices came to the tidy sum of 
$13,458, or a profit of more than 
$10,000. Advertising inconsisten- 
cies of this sort are perhaps more 
frequent than is generally sup- 
posed. The public seldom dis- 
covers them. In a large shoe ad 
published last spring throughout 
the country a Bocton company laid 
stress on its facilities for selling 
cheaply through its chain of stores. 
To show that a shoe dealer selling 
twenty pairs of shoes a day must 
charge a large profit, the adman 
stated that he would have to make 
a dollar on each pair to pay store 
rent at the rate of $20 a day. This 
sum will rent a good shoe store on 
the busiest part of Broadway, but 
the incongruity of so much rent 
for so small a business was not re- 
marked in the ad, and doubtless it 
convinced thousands of readers by 
the very boldness of its figures. 


WHILE continuous advertising 
gains by a regular style of expres. 
sion and typography, it is well to 
avoid harping on one string too 
long. The very advertisers who 
have a reputation for daily store 
talks usually interject new in- 
terest into them once or twice a 
year by adoption of new type 
dresses, new kinds of illustration, 
or fresh ways of telling their 
stories, 





“Ir a merchant should ask his 
customers whether they had been 
influenced by his advertisements 
or not he would probably receive 
a very discouraging report, and be 
inclined to give it up as worthless, 
when, in fact, nothing but his ad- 
vertising had influenced them to 
come to his store,” says W. W. 
Dunkle in the South Bend (Ind.) 
Tribune. “A _ well-known writer 
on this subject believes that the 
oftener we see an advertisement 
the less are the chances that we 
will remember where we saw it, 
but the greater becomes our feel- 
ing of familiarity with the goods 
advertised. As soon as we be- 
come familiar with the goods and 
umnindful of the source of famil- 
iarity we begin to suppose that 
we have heard our friends recom- 
mend the goods or the store. Per- 
sonal recommendation is conceded 
by all to be the best advertising 
obtainable. Some people are still 
prejudiced against advertisements, 
and would not purchase the goods 
if they realized that their only 
source of information about the 
firm or the goods was the adver- 
tisement, but as soon as they for- 
get the source they are perfectly 
willing to buy, although they 
might deny the statement that 
they had been influenced by the 
advertisement. Some local mer- 
chants and professional men still 
lack confidence in advertising. 
When approached on the subject 
they say that they ‘don’t know 
whether it pays or not’; that they 
‘have been here a long time and 
everybody knows them.’ They fail 
to realize that South Bend 1s 
growing at a wonderful rate. New 
residents are coming here every 
day.” 
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A MONTHLY publication with a 
unique purpose is the /ireproof 
Magazine, issued by the Fireproof 
Publishing Company, Chicago, 
‘his magazine is handsomely il- 
lustrated with views of buildings, 
and actively opposes the use of 
wood or any other form of con- 
struction that is not strictly fire- 
proof, 





SOME unique newspaper advertis- 
ing was done this summer by the 
Merchants’ Loan & Trust Com- 
pany, Chicago. This bank opened 
a savings department for the first 
time in 1902. While the entire as- 
sets and credit are pledged to se- 
cure both savings and commercial 
dposits alike, it was decided to 
invest the former in gilt-edge 
bonds and mortgages. To show 
the character of these and indicate 
the integrity of its savings depart- 
ment, the company has been pub- 
lishing a list of all railroad, corpo- 
ration and municipal bonds, as 
well as mortgages on real estate, 
in which its funds are invested. 
This list was printed in large 
spaces in Chicago dailies, and 
made a unique bank advertisement. 


MercHANtTs of the better sort 
no longer fill their advertisements 
with alluring promises that they 
cannot possibly fulfil. The “some- 
thing for nothing” offers that a 
few years ago flooded mail order 
mediums are now relatively small 
in number, and their publicity is 
guarded in its tone. Advertising 
as a bait is played out. As a busi- 
ness proposition it has a great 
future. 

* * 

In the future, advertising and 
business management must be 
more intimately related than in 
tl: past. Advertising must repre- 
sent the business as it is, and the 
business must live up to the claims 
made in its advertising. In order 
that there may be the right kind 
of correlation between advertising 
aud the business, the advertising 
man should be taken into the con- 
fidence of the private office. He 
should know the resources, aims, 
purposes and policies of the house 
thoroughly. He should know a 
vast deal more about the business 
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than it would be wise for him to 
tell. An intimate knowledge of 
its inner workings will give him 
a feeling of certainty in going 
ahead with advertising plans, and 
lend power to his execution of 


them. 
* * ” 


Not only should the advertising, 
man know the general policy of the ‘ 


business whose spokesman he is— 
he should know its details thor- 
oughly. If it is a manufacturing 
business, he should know how the 
product is made, and why it is: 
made that way. He should have 
time to frequent the shops, and 
gain inspiration from observing 
the actual processes of manufact- 
ure. He should not grope for in- 
formation himself, and gloss over 
his ignorance with a_ superficial 
and artificial rhetoric. He should 
be so well informed that he will 
write with a convincing mastery 
cf his subject. If he is advertis- 
ing a store he should know the 
resources of its various sections— 
the goods on sale—the conditions 
of the stock—should visit each 
section as often as possible—in- 


spect and question until he knows: 


what he is talking about in his. 
advertisements. 

And not only should the advers- 
tising man know the business, but: 
all through the house the policy 
and purpose of the advertising: 
should be understood and co-op-: 
erated with. The clerk in the 
dress goods section should not 
merely know that there’s an adver- 
tising man located in some cubby- 
hole on the fifth floor—he should 
know that new zibelines are ad- 


vertised this morning at $1.25 a | 
yard, and that if he misrepresents . 


the goods he is neutralizing the 
effect of the store’s advertising 
policy—nay, more, if he is a wide+ 
awake chap, he'll know that there 
are Arabian curtains at $2 per pair 
en sale on the third floor, and will 
promptly direct inquiring cus- 
tomers thither. 

Or, to go back to the factory 
again—every employee should 
know what the advertised product 
is represented as being, and should 
be impressed with the necessity of 
doing his part to make the product 
equal to the ads’ assertions. 


* 
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ALL IS NOT ADVERTISING. 

Some men don’t appreciate that the 
word advertising covers a big territory. 

They apply it _ indiscriminately to 
everything under the sun. 

They won’t listen to one’s attempts at 
classification; they say, “Well, it’s all 
advertising, isn’t it?” 

Wonder what such a man ’d think if 
we asked him to go out shooting wit’ 
us and we met him at the rendezvous 
Fie) a skye terrier in place of a bird- 
do 

We could say “‘Well—it’s a dog, isn’t 
it?’—Direct Advertising, Detroit. 








Advertisements. 


Advertisements two lines or eg e without display 
20 — a —_ ag FH LJ ee in one 
week in advance. Display tupe ma 

be used if desired. . 


WANTS, 


oo Artist on highest 
Catalogues particularly. 
GRIFFITH- ‘STIL. oTNGS PRESS, Boston. 


ANTED—Solicitor, all a towns, for a 
representative trade — com, 
AMERICAN HORSE ‘OW NE “Chicago 


wa TED—Press. Want an almost new 6-col. 
4to rf rol, , Miehle Optimus or Huber. No 
junk, “A. ”? 108 Wall St., Columbus, O. 


More than 247,000 copies of the morning edi- 
tion of the World are sold in Greater New 
York every day. Beats any two other papers. 


ERNALD’S NEWSPAPERMEN’S EXCHANGE, 

established 1898, represents —— work- 
ers in all departments. Send for klet. 368 
Main St., Springfield. Mass. 


WA —Printing Salesman fmnage mag Ke 
large contract work, oe es, etc 
7; good ty 


have large experience and a 
RIFFITH- TNs PRESS, Bos- 


ter; salary. 
ton. 


ELL-KNOWN advertising agency will en- 
gage outside man of ability and address, 
capable of oon! a proposition to leading 


— in confidence, “*PROPO- 
BITION” Printers? A. 


NEWSPAPER advg. mer mgr. (30), practical ad 
writer. capable solicitor, executive, sure 
business getter, desires to manage advertisin, 
for live publication. Highest | momeee onl 
business refs. “HIGH-GRAD DE,” care 


A GENTLEMAN controlling a large printin 
plant, modern a. handling a goo 
grade of Commercial k (half tones especi- 
ally), would like to communicate with party w who 
the pee of large contracts. “C. B. A.,” 
Printers’ Ink 


ADyarmisixg man, who has built upa mil- 
lion-dollar business in a second-class city 
in one year, seeks Lanne nog with large concern— 
———. manufacturing, mail-order, adver- 


or national advertiser. Address 
CPRODUCER” | Printers’ I 


T bn AMERICAN JOB PRINTERS. 

tting all the work your 
tervitory should produce, write us We can 
supply the munitions of war to bring the results 
you want—if someone has not already contract- 
ed for them in your town. 


free 
E, ST. ELMO LEWIS, Inc., 
518 Walnut Street, 
Philadelphia. 


7 YOUNG MEN AND WOMEN 
of ability who seek positions as adwriters 
and ad /—— should use the classified col- 
umns of PRINTERS’ INK, the business journal for 
advertisers, published weekly at 10 Spruce St., 
ae York. Such advertisements will be inserted 
t 10 cents per line, six words to the line. VRINT- 
zoe? Ink is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any otlier publication in the United States, 


N AKE A SKETCH—Ad men should learn to 
4 make tue. pencil or pen sketch to illus- 
trate ads. hey help to secure adv. contracts, 
Send $1 for new ‘punt ication, ee Lesson 

a one full year. Address THOMAS IL 
LUSTRATLNG Cu., i W 24th Street New York. 


“pe sell your ability without in any way en. 
dangering your present connections, Our 
service is confidential and is planned to aid the 
man whose success in his present Why oat proves 
his —_ to fill a better one. getin 
touch with some of the excellent or portunities 
now open! We have all sorts of high-grade posi- 
tions—l’xecutive, Clerical, Technical and Sales. 
man—paying from $1,000 to $5,000 a year. Ask us 
for booklets. Offices in 12 cities. HAPGOODS 
(Inc.), Brain Brokeis, Suite 511, 309 Broadway, 
New York. 


ANTED—Clerks and others with common 
school educations yon who wish to qual- 
ify for reaay positions at $25 a week and over, to 
write for free copy a my new prospectus and 
endorsements from ing concerns every- 
where, One graduate ie rt 000 place, another 
$5,000, and any number earn $1,500. The best 
clothing adwriter in New York’ owes his oxo. 
cess within a a months to my teachings. De- 
mand exceeds ply. 
GEORGE Hl OWELL, Advertising and Busi- 
ness Expert, _ & Temple Court, New York. 


EXCURSION Ss. 


HE World’s Fair Excursion Com- 
pany, George Tilles, General 
Manager Coliseum Building, St. Louis, 
Mo., organizes excursion parties from 
all sections of the United States to 
visit the World’s Fair at St. Louis, 
and have unusual facilities for hand- 
ling the business. They desire the 
co-operation of newspapers and will 
give full particulars on application. 
This company has the special indorse- 
ment of the Exposition management 
and leading business men of St. Louis. 





ADDRESSES FOR SALE. 


|. 00 FRESH NAMES N. Y. farmers, $1. 
os CLARK & CO., Kenmore, N. Y. 
woes ae Ponce 


ADVERTISING MEDIA, 


10 CENTS per line for advertising in THE 
ap abi Bethlehem, Pa. 


107 old, “22 Business Bringers.” 
THE R UiiouK PRESS ASS’N, Phila., Pa. 


ARDWARE DEALERS’ MAGAZINE. Cireu- 
lation 17,000 (Oo. 33 Broadway, New York, 


gino oop GULDE, Newmarket, N.J. A 
stal card request will bring sample copy. 


fs person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive tne paper for one year 


TT EVANGEL has subscribers in nearly every 
State and fourteen foreign countries; We. 
agate line flat. Connell Bldg., Scranton, Pa. 


rPOWN TALK, Ashland, Oregon. ora 
T teed circulation of 4500 copies € each issue, 
Both other Ashland papers rs are rated at less than 
1,000 by the American un Newspaper Directory. 


T HE TROY (O.) RECORD is not sold by dealers 

or newsboys on streets—95 per cent of cir- 
culation reaches homes. Ave circulation 
in 1908 was 1,138; 1,000 ~ ee pintes, n, Tr. My 
within one year, $40. 00 net. 


HOW window instruction! Full course of 
lessons for the count eg = = = 
cinnati Trade Review. md 25 
ear’s trial subscription. THE COHNCINNATE 
RADE REVIEW, Cincinnati, Ohio. 


Ev; ADVERTIER and mail-order dealer 
should read THE WESTERN MONTHLY, an 
vertiser’s magazine. Lassen —— of tany 
a journal in in America, — 


MONTHLY. 815 
Ave., Kansas City, Mon 
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ILLUSTRATORS AND ILUI ISTRATIONS., 
SENIOR & CO., Wood Engravers, 10 Spruce 
H. St., New Y York. Service kood and prompt. 


ADVERTISI NG NOVELTIES. 


eric th Novelty Co., Chicago, make 
novelties that Hit the Spot. Get list No. 6, 


TDULERS WITH YOUR AD ON THEM $4.50 to 
$100 per thousand. 
M. GILBERT, 2563 N. Dover St., Philadelphia. 


UR lightning ¢ aleulator is about the nicest 
0 and neatest little advertising novelty you 
can find —useful, too. Sample for stamps. MOD- 
ERN MFG. CO., 97 Reade St., New York, 


DVERTISK your ‘business with advertising 
novelties. Buy them direct. I make pencil 
holder, toothpick cases, nail file, in leather case. 
sample of each, 10c. J.C. KWNYON, Owego, N. Y. 





ULVEROID SIGNS; lightest, cheapest, most 
P durable and attractive indoor sign. Com- 
plete line of Celluloid Novelties and Buttons, 
Samples free. F. k’. PU JLVERCO., Rochester, N. Y. 


INEST Black Seal Grain Match Case, with 
Emery Seratcher. A useful Advertisin 
Novelty. Sample 10 cents. KDWIN W. HOW- 
ARD, Triangle Building, Rochester, N. Y., Manu- 
facturer of Leather Specialties. 


RITE for sample and price now combination 

Kitchen Hook and Bill File. Keeps your ad 
before the housewife and business man. THE 
WHITKHKAD & HOAG CuU., Newark, N. J. 
Branches in all large cities. 


DVERTISING CLOCKS Our window and 

wail clocks have permanent advertising 
value. Estimates given on single clocks or 
quantities, Write for circular and information. 

BAIRD MFG. CO., 20 Michigan St., Chicago. 


REMIUMS OR CONVENTION SOUVENIRS, 
made from nails, They’re attractive, sub- 
stantial _ cheap. Sample, a Wor! id’s’ Fair 
souvevir, 
WICK HATH AWAY’S O’RN, Box 10, Madison, 0. 


The latest nov- 
Color Barometers. ™e!s.2% 
maiied in 6% envelope, penny postage. $25 per 
1,000, including imprint. Send 4c. for sample. 
FINK & SON, 5th, above Che: *hestnut, Philadelphia. 


AME R ICAN A The only legiti- 
mate successor 
to the “Large Postal Card” manufactured and 
sold by us exclu- A | | sively 
for the last six years, 
Send for FREE sample containing “Our Special 
Offer.” Address PRINTERS’ INK 
PRESS, 45-47 Rose St., New York. 


4 5,000 MEMORANDUM BOOKS at $22.50. A 
Oy) 32-page, quadruple ruled, writing 
paper memorandum book, coated board cover. 
with your advertisement brinted on front and 
back cover, at $4.50 per 1,000. Cheaper than a 

card and far more effective; 3,000 for $15. 

les sent on receipt of 2c. stamp. C. FEIG- 
ENS AN & CO., Advertising Novelties, 60) Com- 
mercial Tribune Building, Cincinnati, O. 


Novelties Wanted. 





1 BUY FOR CASH, in large 
quantities, any ORIGINAL count- 
er-selling novelty, mechanical or 
medicinal, adapted to foreign 
drug trade. No advertising neces- 
sary. Quick, clean business. Ref- 
erence: Publisher ‘‘Printers’ Ink.” 

Show me your samples and quo- 
tations. 


WM. A. RICHARDSON, 
34 Central Street, 
Boston, Mass. 


CIRCULATION. 


1 00 O00 GUARANTEED CIRCULATION 

for only 25ec. a line, if order is 
entered at_once, before rates advance, VICK’S 
FAMILY eepimmeenie. Kochester, N. Y. 


——+ > -— 


MAILING MACHINES. 





isa DICK MATCHLESS MAILER, lightest and 
quickest. Price $12. F. J VALENTINE, 
Mir., 178 Vermont St., Buffalo, N. Y. 
te 


ADVERTISEMENTS WANTED. 


H ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (O@©). 253 Broadway, New York. 





aE ben na 
CARD INDEX SUPPLIES. 


Gas money by bu ped buying from the manufact- 
urers. Index card supplies for all makes of 
cabinets. 
STANDARD INDEX CARD CO., 
Rittenhouse Bldg., Phila. 
——_+o+—_—_——_ 
RIBBOT!IPES. 


is the very best ribbon 

ey er pat on a typewrit- 

e will send one on 

tr ‘ial, to be paid for only 

satis stnctory | for sixty 

cents, two for one dollar. ‘t LARK. & UGALLA, 
100 Gold St., New York. 

—__+o+—_____——_ 


MAIL ORDER. 


M AIL-ORDER SPECIALTIES—Two ft three 
wanted to handle through a Any 
samples or plans of worm sent will be vearefully 
considered, and, if utilized, due remuneration 
made. Address FRANK A. ELLS, Charlotte, Mich. 


F FARM NEWS FOR DAILIES. 
Original, fresh, reliable farm news with 
pictures. Brings rural route circulation ; helps 
mail-order advertising. Exclusive service to one 
paper in each city. Sample sheets. THE ASSO- 
CIATED FARM. PRESS (Incorporated), 112 Dear- 
born Street, Chicago; 15 Wall St., New York. 


N AIL-ORDER ADVERTISERS—Try house to 
pe house advertising; it will pay you big. Our 
men will deliver your circulars and catalogues 
direct to the mail-order buyer. You can reach 
yeople who never see a paper of any description 
rom one year’s end to another. When once 
reached the rest is easy. We have reliable agents 
well located throughout the United States and 
Canada, and ate in a position to place srr 
matter in the hands of any desired class 
DISTRIBUTORS’ DIRECTORY will be sent free 
of charge to advertisers who desire to make con- 
tracts direct ied the distributor. We guaran- 
tee good ser Cor 
NATIONAL ADV hi RTISING. CO., 700 Oakland 
Bank Building, Chicago. 
—_ +o>—_—_—_— 
SIGNS. 
63 West 52d Street (North River). _ 
The $am Hoke $ign $hops, New York. 


aint my Big Steel Signs, 10c. sq. ft. 
he $am Hoke $ign $hops, New York. 


Frreleing Paint-Printed $ign 
he gam Hoke $ign Shops, N New York. 


200 Fmd gel FE 2 8 om york 


5. 00 barns Steel Sign Signs, 3x5 ft., $1.35. 
The $am Hoke e Sign Shops, New York. 


1 é. for " 4 Little Tin Signs, 4x10 ins. 
he $am Hoke Hoke gign Shops, New York. 


©. for 1,000 Muslin $igns, 24 igns, 24x36. 
The gam Hoke Hoke sign Shops, New York. 


8 r each 2 Ley! a Steel Sig igns, 5x8 ft. 














~ he $am Hoke Sign $hops, New York. 
& &C. for 200 Framed Steel Signs, 12x48. 
979) The $am Hoke Sign $hops, New York. 


1 & () for 500 framed Wood $igns, 14x120. 
o0DU The gam Hoke $ign Shops, New York. 
fpihe gam Hoke ie Shop os, New York 

Vest 52 Mi ‘Street (North River). 
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FOR SALE. 


Fer SALE TO SETTLE ETTLE ESTATE—C ‘ONSTITU. 
TIONALIST (country weekly) newspaper and 
ob offices. Established 1868. Say! run by 
‘ounder to day of his death, Dec. 29th last, and 
LE heirs since. Actual cash receipts from Jan. A, 
to July 1, 1905, $2,154.52,and business steadily 
ng. kgulpnient wy above average coun- 
eg pA $3,000. G. ALLISON HOLLAND, 
Eminence, My 


XCELLENT foundation— great weekly. 
Extensive national unoccupied fiel 

Substantial circulation a ratio renewals. 
Good advertising outlook. 
More than usually good nucleus. 
High standin: rt e influence. 
Purchaser bs 4 $8,000 can investigate thoroughly. 
58 Broadway, New York. 


AD WRITER. 


GTANDARD'public matter, matter. 8S. E. LOWENBACH, 
1516 W. Fayette St., Baltimore, Maryland. 


BUSINESS OPPORTUNITIES. 


OUBLE YOUR INCOME-—Establish a profit- 
able Mail-Order Business, at ——e on by 
our system. Can be conducted evenin = 
hours. Great opportunity for Advertii sing 
We furnish complete outfit, catalogues, sta sation. 
ery, advertising, etc., sup lying merchandise as 
— ome in. Except — line mail-order 
enc ~ BY r catalogue, pro tus, ete. 
HICAGO t SPECIALTY oO. “ests 1885), Chicago, 





——_ +o 
CEDAR CHESTS: 


M"s H-PROOF Cedar Chests—Made of fragrant 
ee ra Cn and Fn ay any J proof 


8 low. d for ag 
MEDMONT PURNITORE CO., SStatesville: N . C. 
me 
HALF-TONES. 


= copper. ‘half-tones, | 1-col.. $1; la: 
1 THE YOUNGSTOWN ARC 
GRAVING | CO, - Youngstown. Ohio. 


Nee Aree HALF-TONES. 
75c.; 3x4, $1; 60. 
Delivered when cash ‘accompanies the order. 
Send for ame 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 
——-~ —___—_ 


MAPS. 


APS—STATE MAPS—RAILROAD MAPS— 
MAPS OF ANY STATE, giving — 
wae, express omens, afoney back ¢f offices, etc. 


k if dissatisfied. 
ee ¥. HORDER, fo Washingto +5 Chicago. 


BOOKS. 


pes zues PROTECT 72. book mailed 
Fred . ports +5 i a r  agamed and 

e-Mar'! , Washing’ D.C. 
Established 1 - 


porey roe FOR PRINTERS 4 of happy ideas 

good values.’ es, complete 
manual for ss and sac sers.” Fits vest 
pocket; 25c. postpaid. W. L. BLOCHER,Dayton, O. 


ME; .NON- hy ADVERTISING MAN- Ever 
f technical — hgh — 

edge! pea ning Re bs 

50c. postpaid. A. 8. CAR ARNELL, 167 108d St., NY i. 


woe FOUR—We have have made four of the 
$i: ost impressive books ever produced to 
advertise the Printing Business. They are 
the finest books we know how to make. 
They will interest every user of good printing. 
“Four Kinds of Men” is the latest, and one yp 
is devoted toa _—— of ‘dur ote The price 
<5 these AL ffers to you, it 
- Ff 1904, is the Four 
Books for $1 (oxy ress prepaid), provided you are 
@ buyer of prin ax and will write on your own 
printed stationery. If you are not perfectly 
satisfied with the purchase, after examination, 
and will return them within five days, char; 
paid; we will refund your money, and we er 
to Printers’ Ink as to our Dye wy AT We os 
Makers of Fine Books, and 10 beco: 
ey of our rinting the $1 will be nd 
fro the order, however small, 
GRIFFITH STILLINGS PRESS, Boston. 


PRINTERS’ INK, 


RUBBER STAMPS, 


R UBBER gg ih Be pea your addons and 
firm name, w e 

will send you rg ee yi nith pag. 

and my illustrated catalog of type sty post: 

paid. HORDER, 149 Washington st) 


PREMIUMS, 


Y TRITE for information 1 regardi: 
mium and advertisin: a etn ne 
BAIRD MFG. CO., 20 Ore 0 Michigan St. » Chicago, 


| Ry & HEALY’S NEW FI = PREMIUM CATALOG, 
ns musical instruments 
of all descriptions “including a special cheap 
talking machine; §20,000 worth of Kd mandolins 
and guitars used in a si ~ y One firm for 
remiums. Write for PREMIO CLERK, 
[yon & Healy, 199 Wabash: Vabash Ave,, hicago, 


Re JAABL | goods are sare trade Mem Thou. 

ds of suggestive premiums suitable for 
publishers and others from the foremost makers 
and wholesale dealers in jewelry and kindred 


lines. 500-page list price illustrated 
pubtisbes Tew | issue now ready; 
. MYERS C wy 48-50-52 Maiden Lane, N.Y. 


PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ } MAGAZINE. Ciren 
lation 17,000 (@©). 253 Broadway, New York, 


INSTRUCTION BY MAIL. 
OUR DOG CAN READ PEOPLE at agiance, 


WE GAN TEACH YOU to read people like o 
bouks—to know their characters, taleute, nes 
and Weak points. 

TAKES ONLY TEN WEEKS and $10. < 
poy Fe easy payments. We deliver the goods 

NO NONSENSE about our method. No palm. 
istry, aeneey or occult fakes. Based on physi- 

cepted sciences. 

on ose TW. CNTY YEARS. Pupils all over 

world. Only two ro 8o far. Mention P. Land and 


sample e8 bt gh 
. SCHOO L OF HUMAN NATURE, 


PRINTING. 


RINTING at reasonable prices. MERIT 
PRESS, Bethlehem, Pa. Pa. 


Long Runs ‘ofemall solieited for automat eal 


press. -down figures. K & SON, 5th, 
above Chestnut, Phikeieiphia’- 
— Headings and Circulars printed by 
pecial mac 4 wn == pF nt 
anon: a on. rices; 
Go aswell. KING. 105 William “se nN. asi 
a> - — 





DECORATED TIN BOXES. 


‘J.HE appearance of a Ikage ofttimes sells 
r You Meannot imagine how beautifully tin 
boxes can be decorated and how cheap they are, 


until ge get our samples and quotations. las 
year w ~ ——, L any other things, over 
ten million Cascaret and five million vas 
eline boxes and caps. Send for the tin desk re 
minder called “ De fi It pa ” Ai is free; 90 are 
any —_ = ou ma; ny Goat 
mee OPPER t COMPANY, 
erona Stree 


_mela Tangest “maker of Tin Boxes vernal the 


“POSTAL CA. CARDS. 


prices and samples of post cards Write 
STANDARD, 61 Ann n Street, N.Y. 


LUXURIOUS SMOKING. 
RENCE’S MIXTURE is is the highest grade 


Sm Tobacco manu 
blend of finest and most carefully "sected 108 
and ae, cured North Carolina leaf. 
Fragrant, deliciously mild and never the 
tongue. There is no Smoking Tobacco 
ured that can com; with it. Can’t be bought 
from dealers—eol direct from factory to smok- 





er. Large Sample Package for 10 cent in silver 
or stamps. Booklet and prices 
FRE aoe TOBA 9 
tatesville, N.C, 
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HOUSE-TO-HOUSE DISTRIBUTING. 
ARANTEE any advertiser an honest, intel- 
1 Sigen oy. ee ashen use distribution of adver- 
hout all the leading towns 
sae yb the baa States. Fourteen years’ 
enabled me to perfect the best 
= on to render a better service than can 
be secured Cet or George any other agency. 
‘or a re 
wate! ILL A. MOLTON, 
National Aivertising Distributer, 
442 St. Clair St., Cleveland, O. 
—+onr———_——_ 


LABELS, 
yl i. fancy labels at bot- 
Cork Top figures. FINK & SON, 
Printers, 5th oP ham Chestnut, Philadelphia. 
ps heal retain Ds 
MAIL-ORDER NO NOVELTIES. 
RITE to-day for free “‘Book of Specialties,” 
W an illustrated catalogue of latest impo! —— 7 
n jewe: ry, 


ome optical  goode wholesale only. 
SING: BROS. oe Bowery, N 


PRINTERS. 


p* RINTERS. Write R. CARLETON. Omaha, 
Neb.,for copyright lodge cut catalogu 
a use Letter Heads it will be to you aii 

| tage to — a stamp for our price list 


of sam: 
and et SMITH PRINTING CO., 
810-12 Broadway, Toledo, Ohio. 
a 
TRADE JOURNALS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 253 Broadway, New York. 








ADDRESSING MACHINES. 


Seaasive MACHINES—No type used in 
ome stencil addressing machine. A 
card index stem of addressing used by the 
largest publishers throughout the country. Send 
for ——? Addressing done at low rates. 
WALLACE & CO., 29 aerey 8t., New York; 510 
Pontiac Bidg., Chicago, Il. Il 
PRE STANDARD AUTO AUTO ADDRESSER is a high 
addressing machine, run by motor or 
ood power. yee —— — index idea. 
its visibly; = ; errors im- 
pes; operation aeeie gt so- 


B. F. JOLINE & CO., 
123 Liberty St., New York, 
ee EE 


CLASS PUBLICATIONS. 

ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000(©@@). 253 Broadway, New York. 

ee 
DESIGNERS AND ILLUSTRATORS. 
ESIGNING, illustrating, eng: grossing, ood 

ergravin raphing, art prin’ 

ing. THE KINSLEY STUDIO, 25 Bway, N.Y. 


COIN CARDS, 





$3 ie ss for more; any printing. 
THE COIN W WRAPPER CO., Detroit, Mich. 


for $3. 10,000, A rinting. 
1 3000 ceme Coin 2 Oe Ft. Madison, la la. 
ELECTROTYPERS. 


sala make the electrotypes for PRINTERS’ INK 
We do the electrotyping for some of the 


largest advertisers in the coun Write us for 
rices. WEBSTER, CRAWFORD & CALDER, 45 
8t., New York. 


PRICE CARDS. 

EATLY Gestermed  wtee os cards, 50 cents per 100, 
50 printed on tinted 

stock, TH BLAIR Pr Prac CO.) Cincinnati, O. 
END for ples of the hand price cards 
we sell at 50 cents the hundred, $3.50 the 
thousand, assorted. Daintily printed on buff 
and primrose Translucent Bristol. Used in dis- 
playing goods they help sales wonderfully. THE 
BIDDLE PRICE CARD CO., 0th and Filbert 

Streets, Philadelphia, 
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SUPPLIES. 


ON Tas free sample of Bernard’s Cold Water 
te to any ir user who is willing to 
good thing. CHARLES BERNARD, 1508 

TH peas Building, Chicago. 


SE “B.B.,” paper on your mimeograph or 
al — INK dries instantly, never 
mples and prices from FINK & 

SON, printers, oti » near Chestnut, Philadelphia. 


D. WILSON PRINTING INK Cv., Limited, 

e of 17 Spruce 8t., New York, sell more mag- 

— cut than any other ink bouse in the 
Special prices to cash buyers. 


[Poze non-explosive, non-burni 4 
stitute for lye and gasoline. Do: re 
tempers and improves the suction rollers. It 
will not rust metal or hurt the hands. Recom- 
mended by the best printers for cleanin; 4 
peetection of halft- =e. For sale by the 
manufactured by the DOXO MAN’F’G CO. 


Clinton, Ta, 
——_<+9>—_—_——. 
PAPER. 
B BASSETT & gureaim. 
wae Beekman St.. New York 


rs a specialt Diamond ae Perfect 
w metet for Phigh. h-grade catalogues. 


—_+o>——_—_—_ 
ADVERTISEMENT CONSTRUCTORS. 


RED W. KENNEDY, 171 Washington St., Chi- 
cago, writes advertising—your way—his ' way. 


R™*4z ADWRITING is my is my specialty. Let me 
write yours. lcan increase your business. 
GEORGE L. SERVOSS, 
2835 Wyoming St., St. Louis, Mo. 


APt VT. WRITING— aning more. 
Been at it 14 yea 
JED SCARBORO, 
557a Halsey St., Brooklyn, N.Y. 


OOKLETS designed, written and agen 
furnished. Fine roropeny fe for a poente. 
Consultation free, if ar 


wants in first letter. UAN fob UB CO. 
Columbus, O. 

8 nice paper, written and 
Booklets, PRrinted, $14.00 for 1,000, $60.00 
‘or b 


LOUIS FINK, JR., 
Maker of Profitable Business Literature, 
Fifth Serer nee near pce, 


7 THE Bap a TEIne COMPANY, 
ange Ave., 


We sell SERVICE THAT ne vs in planning, 
pre reparing and placing effective ads and adver- 
ising literature. Our Confidential Service Cir- 
cular is aa free if applied for on business 
a: 
Write for sample copy of THE \ seeaaaiaaal 
It deals with facts, not theori 
TN JACK OF ALL Serhee- IS DEAD, but 
when it comes to Retail Ads that have real 
ng power I am decidedly alive! Retail Ad- 





ree is m bustness—T ne myself exclu- 
sively to that nch of f icity. Send the date 
and one dollar, and 1 write four small 
ads or one large ad lly F cod your business. 
Through this ial introductory rate 1 seek a 
trial from re advertisers. 


J. VICKERY LANGHORNE, 


rogressive rofitable 
P romoter of ublicity, 
Room 7, Bitting Building, 
Sherman, Te XAs. 
MAKE aspecialty of small CIRCULARS, 
I Boo KLETS and FOLDERS for inclosure with 
ER rrespondence. Short, quickly 


read, L -—# thin 3 best bien sie ture the at 4 
of the always p= A om you look for 
patronage. A few good cuts—if a are 
necessary —a crisp, concise, interesting telling of 
your sory, without C4 superfluous padding. 
may be so combined with a novel and tasteful 
wre treatment as to be exceedingly preciebie, 
wa you une = see ——— of A: bow It 
50, on oye mage le business. 
I will eased ton maif you auit quite a lot. Postal 
cards wi not be noti 
No. 4. FRANCIS I, MAULis 402 Sangom 8t., Phila. 
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NEWSPAPER BROKER. 


UYERS and sellers of newspaper properties 
get together to their mutual advantage, 
without publicity, by my successful methods, 
Large list of properties and long list of buyers. 
Can I be of assistance to yout B.J. KINGSTON, 
Michigan News; aper Broker, Jackson, Mich. 
—_+o+—__—— 


Advertising Agencies. 


Advertisements under this head, two lines or more 
20 cents a line. ust be handed‘in one 
week inadvance. Display type may 

used if desired. 


CALIFORNIA. 
Gee GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco, Cal. 
ideas HART AND SWASEY, San Francisco— 
Largest agency west of Chicago; employ 60 
people; save advertisers by advising judiciously 
newspapers, billboards, walls, cars, distributing. 


URTIS-NEWHALL CO., Los Angeles, Califor- 
nia, Estab. 189. Place advertising any 
where—magazines, newspapers, trade papers, 
outdoor. Effective ads. Marketing plans. PACI- 
FIC COAST ADVERTISING. 25c. copy; $2 year. 
DISTRICT OF COLUMBIA. 
2m FOR Sine Want Ad in 15 leading dailies. 
De Send for listsand prices. L. P. DARRELL 
ADVERTISING AGENCY, Star Bldg.,Wash.,|). C. 


MISSOURI. 
| W. KASTOR & SONS ADVERTISING COM- 
e PANY, Laclede Building, St. Louis, Mo. 











NEW JERSEY. 

N AIL order advertising a specialty. THE 
4 STANLEY DAY AGENCY, Newmarket, N. J. 
NEW YORK. 

O° AGENCY, 220 Broadway, N. Y. 

Medica! journal advertising exclusively. 
DD ae ag Sig’ & CO., Advertising Agency 44 Broad 
St., N. Y. Private wires, Boston, Phila, ete. 
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LBERT FRANK & CO., 25 Broad Street, N. Y. 
General Advertising Agents. Established 

1872. Chicago, Boston, Philadelphia. Advertis. 
ing of all kinds placed in every part of the world 


ORTH AMERICAN ADVERTISING CORPO. 
RATION, Woodbridge Building, 100 William 
Street, corner of John, New York. A reliable 
“recognized”’ general advertising agency, gon. 
trolling first-class accounts. Customers pay a 
fixed service charge on the net prices actually 
paid by the Agency 


OHIO. 
Cusnence EK, RUNEY, Runey Bldg., Cinein. 
/ nati,O. Newspaper, Magazine, Outdoor 
Advertising. Printing, Designs, Writings, 
PENNSYLVANIA. 
fP\HE H. 1. IRELAND ADVERTISING AGENCY 
1 (Established 1890), ENCY, 
925 Chestnut Street, Philadelphia. 
F FOLEY & HORNBERGER 
Advertising Agents, 
1208 Commonwealth Bldg., Phila, 
“Less Black and White, and more Gray Matter,” 


RHODE ISLAND. 
O F. OSTBY AGENCY, Providence—Bright, 
e catchy “ad ideas,” mayazine, news- 
paper adv. 
TENNESSEE. 
> A. DAVIS, Springfield, Tenn. Advertise. 
Xe ment writing, advising, planning, placing, 
YREENWOOD ADVERTISING CO. (Incorpo- 
XZ rated)—Main Offices. Knoxville, Tennessee. 
Out-door advertising contracted for throughout 
the South. Bulletin Painting, Wall Painting 
Cut Outs, ete. Distributing, Sign Tacking and 
Curtain Painting. 





CANADA. 


ANADIAN advertising promises results which 

invite most careful investigation. Write us 

for best list of papers to cover the whole field 

efficiently. THE DESBARATS ADVERTISING 
AGENCY. Ltd., Montreal. 
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504,000 


25 Articles 





Nes 


THE WORLD’S FAIR EDITION 


OF THE 


Cosmopolitan Magazine 


IS LIMITED To 


A Magazine By One Man 


200 Illustrations 
AN ELEVEN DAYS’ STUDY OF 
THE WORLD’S GREATEST FAIR 

By Mr. John Brisben Walker 


Alike valuable to those who go and to those who stay at home 


PRICE 10 CENTS a 


~ 


COPIES 


ee 
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. Office of BRETHREN PuBLICATION Boarp. 
ASHLAND, Ohio, Sept. 10, 1904. 
Printers Ink Jonson, New York, N. Y.: 

DEAR Str—You will please make up and ship at once, via Erie Freight, 
another one hundred-pound keg of “‘ K Book,’’ the same as our other 
orders. This is the best testimonial I can send you for this ink. 

Yours very truly, BRETHREN PuBLicaTION BoaRp. 4 





A. H. Licuty, Bus. Mgr. 


Many publishers seem to be timid about risking the 
cash in advance for their supply of inks, and continue \t 

to pay all kinds of fancy prices for the privilege of get- ya 
ting a line of credit for thirty or sixty days. e hard- \ y 
est task I find is to secure the first order. Once I have W 
an opening it is an easy matter to hold a customer, as I \y 
am always ready to exchange the inks or refund the W 
money, if the goods are not exactly right and to his \ 
liking. Send for my price list, which contains many ¥¢ 
valuable suggestions for the press-room. Address \ 


PRINTERS INK JONSON, W 


17 Spruce St., - 4 _ - New York. 








= — ie 
=RzZ Advertising. 


It is time to make detailed plans for next year’s advertising. 
It pays to plan ahead, whether you do much advertising or little. 

We want to prove to you that we ought to plan and produce 
publicity for the coming year. 

We are now closing some of the most desirable advertising 
contracts in the country—the business of leading American ad- 
vertisers, who come to us because we prove to them in advance 
that we can render the quality of service they seek—superior in 
every respect. 

We want to prove to you that it is to your best interest to 
become one of our regular clients. 

Give us an idea of your intentions for 1905. 


THE GEORGE ETHRIDGE COMPANY, 


No. 33 Union Square, New York City. 





ion fcr 52 
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$1,000.00 1n Prizes. 


THE AMERICAN HOME has nearly three hundred 
thousand paid-in-advance subscribers. We want you to 
help us largely increase this number, but we don’t ask you 
to do so for nothing. We have appropriated $1,000 to be 
divided among those who send us the best plan or scheme 
for gaining new subscriptions or getting old subscribers 
to renew their subscriptions. 

The $1,000 will be divided into one hundred and seven 
prizes, as follows: 











First Cash Prize, - - - - $500.00 
Second “ ee - - - - 200.00 
Third * ss - - - - 100.00 
Fourth ‘“ = ~ - - - 50.00 
hitn “ a - - - ~ 25.00 
Sixth ‘ a ~ - - - 15.00 
Seventh “ 5 ~ ~ ~ ~ 10.00 
And roo prizes of $1.00 each, - ~ - 10000 

Total, - - ~ - - $1,000.00 


The contest will close December 31, 1904, and the 
prizes will be awarded as soon thereafter as possible. 

No paper in America has ever made a fairer offer. 
We want you to help us make this contest a success. No 
one need hesitate to send us a suggestion. The simplest 
idea that you can think of, when properly worked up, may 
be just the thing we want. With a little effort you may 
win one of the prizes. The subscription price of THE 
AMERICAN HOME is ten cents a year. 

It will please us to correspond with you regarding this 
contest. 





When you advertise in 7HE AMERICAN HOME 
you get paid-in-advance circulation—more than 250,000 
copies guaranteed and proven any way you wish, and still 
growing. Rate $1 an agate line. Limit 5,000 lines. No 
objectionable advertising accepted. Please give it a trial. 





THE AMERICAN HOME, 


525 Temple Court Bldg., G. F. TERRY ’ 1305 Unity Building, 
New York City, N. Y. PUBLISHER, § Chicago, Ill. 
R. L. Watkins in charge, WATERVILLE, MAINE. Jas. F. Hutton in charge 
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BY GEORGE ETHRIDGE, 


The man who planned the metal 
locker advertisement marked No. 1 
thought he was showing two styles 
of the locker in a quarter page 
magazine space—or else it is the 
same locker open and closed, Any- 
way, he got both the cuts in and 
had enough room left for a nice, 
ornamental jigger running between 
them. 

Nor is this all. At the top of the 
ad we have the head and shoulders 
of a sinister looking individual 


Expanded metal is heavy gauge 
sheet stee! that has been cut and 
opened upinto diamond shaped 
meshes; material is very 
strong and ———., vil not 


rust, 0 
yy be | of Puaineed 
Metal Lockers, write 


MERRITT & CO. 
1005 Ridge Avenne, Philadelphia; Pa. 





who seems to be standing guard 
over a row of hats and coats. What 
he is really doing, or why he is 
there, is a puzzle. 

The intention was doubtless 
good, but the advertisement is in- 
comprehensible, and the little pic- 
tures of the locker were, even in 
the original advertisement, mere 
blotches, 

The copy is brief, but good, and 
it would. have been much better 
to let the copy in big, clear type 


COMMERCIAL ART CRITICISM 


READERS OF PRINTERS’ INK WILL RECEIVE, FREE OF CHARGES 
CRITICISM ,OF COMMERCIAL ART MATTER SENT TO MR. ETHRIDGE. 





33 UNION SQUARE, N.Y. 







occupy the whole space and leave 
the picture out altogether. 

In ad No. 2 we have a picture 
which shows what the locker is and 
how it is used, and also the ele- 
ment of human Interest in the 
shape of a cheerful looking person 
using the locker, and there is still 
plenty of room left for the story 
in type. 

* * 

This advertisement of the New 
Columbia Shirt Company is rather 
interesting. It occupied a space 4 


EXPAN DED. 
METAL LOCKERS 


No.2 


inches by 3 in the center of a full 
page of white space in a clothing 
paper. The outside measurements 
of this page were about 91%4x12%4 
inches—nothing but this little 
white on black block in the center 
of a sea of white. 

White space is a good and use- 
ful thing, and very often a small 
advertisement set in the center of a 











as 


a ae REET Pees: 
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big space has an air of impressive- 
ness which commands attention 
and respect. This advertisement 
doesn’t command anything. 

One would think from reading 
it that the New Columbia Shirt 
Company actually expected that the 
retailers of this country had been 
sitting around waiting for weeks 


for the announcement that the 
Columbia spring line was ready. 
The fact that the Columbia 


spring line is ready is interesting to 
nobody except the New Columbia 
Shirt Company. The trade would 
have scraped along very nicely 
without either the shirts or the 
information. 

It is a mighty important thing 
for a manufacturer to know that 
his spring line is ready to submit, 
but when it is ready the thing for 
him to do is to tell people all about 


oO annovure thal our 


We be 


Xew Lines for Spring 1905 
are now heing submilled by 


our representatives 


Kew Columbia Shirl Co. 


] 
sork 





what a fine line it is and urge them 
to see it before they buy. 

This dignified announcement 
business in a trade where competi- 
tion is as fierce as it is in the shirt 
business savors very strongly of 
conceit or a misunderstanding of 
what advertising really is—or both. 

* * * 


In strange contra-distinction to 
the Columbia Shirt ad this adver- 
tisement of the American Hair 
Cloth Company turns up in the very 
same periodical. This ad occupied 
a space 354x5 inches, and in it the 
advertiser not only shows a trade- 
mark which must have been made 
in 1856, but endeavors to tell his 
whole story and give a catalogue of 
his goods. This shows the limit 
of the other swing of the pendu- 
lum. Too much is too much, and 
that is.all there is to it. 

If it is necessary to print a cata- 
logue or a detailed description of 
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goods in a trade paper ad, take a 
space big enough to get adequate 
display. As a_ general thing, 
though, such matters are out of 
place in a trade paper ad, 

This advertisement is not very 


American Hair Cloth Company 
PAWTUCKET, R. I. 
CHARLES E. PERVEAR, Agent 


\ am ESTABLISHED 
, 











—_—— 
LARGEST MANU. 
FACTURERS in the 
WORLD of 
BONE and FRENCH 
MAIR CLOTH for 
CLOTHING MANU. 
PACTURERS and MER. 
TAILORS. 


BROT IN THE BROINNINO, CHEAPEST IN THE END 
ls te the OMLY that possesses LASTING and ENDURING gual, 
te ad eens w garner tape aval kids of eather, Toe ne Ce 
‘Stes the Repuustion of Your Gone is at take. oe oene 

ripen, ey rc {BE BA ig: 1 

: . 2 2 oe 

french Royal, Grey or Bleck, . - 1432/3, 1480/3 

« 200/8, 200/3, 206/4 
2080/2, 200/4 


260/6, 260/6, 266/7 
14, 16, 16, 18, 20, 22, 24, 27, 30, ané 32 inch, mode in scveret 
Stytes end qualities. W any other weigh! or style wanted, write 
a. Ask fer these sumbera. 


What beer a 
trom tercign eaaneiatrarere far tbe eee 


than to have received 
Our PrRrecTee yi 











good from any polnt of view, but 
it seems particularly bad on ac- 
count of its surroundings in a 
clothing trade journal, for the 
reason that the clothing trade 





Confidence 


L.S.& Co. 
Chains incan a sale 


business A 






They 

fur your store in cha: 

prestige that style and ne give 

your stock, the profit that comes of 

popular-priced goods of high quality. 
Don’t fail to sev our new patterns. 


LOUIS STERN & CO. 
Chainmakess and Silversmiths 
ae PROVIDENCE, R. L., USA 
spreads itself when it comes to 
employ space, fine illustrations 
and good type display. 

* oa * 
It might be well for the adver- 
tiser to remember that the state- 














ments he makes may be belied by 
the pictures he uses 

Here is an advertisement of 
Louis Stern & Company which oc- 
cupied a full page in a leading 


jewelry paper. The heading is 
“Confidence,” and the burden of 
the story is that the dealer may 


have perfect confidence in L, S, & 
Co. chains. 

Now, the question arises, could 
a stranger to the house of Louis 
Stern & Company have confidence 
in a concern that used an illustra- 
tion like the one in this ad? Any 
schoolboy could see at a glance that 
it was crude, cheap and amateur- 
ish to a degree. 

Is it not more than probable that 















The new 
double-headed carpet 
tack is the only perfect one 
ever made?” It is of best SWEDE’S 
IRON, will never bend or break. Heads 
cannot come off; the dagger point makes it 
easy to drive; the doubleshead enables a 
child to draw it with ease. The old-fashioned 
carpet tacks mean broken backs, bruised 
fiugers and torn carpets at house-cleaning time. 
You Save Time, Temper and Carpets 
by using the new double_head carpet tacks, They 

far’ ove iper than other tacks because they 
may be used again and again. Insist on getting 
B the best forvout mone y 5e and 10c. packagesat 
grocers, hardware and department stores. 
Accent no other. If not to be had of your 
dealer, send his name with 5c. for 

» package by mail. 
PRITCHARD MFG. COMPANY, 
- 18 Main Si, W., Rochester, N. ¥. 
Novelty Makers to the 
American People. 
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an advertisement containing an il- 
lustration of this kind does more 
harm than good, and gives rise to 
a feeling quite opposite to confi- 
dence? 

Whether or not there is a crying 
need for a two-headed tack or not 
is uncertain, but there is a crying 
need for such good advertisements 
as this Pritchard Manufacturing 
Company ad. 

It occupied a quarter page space 
in a current magazine. It simply 
but forcibly illustrates two very 
important things; first, that it is a 
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tack which is easy to drive, and, 
second, that it is easy to ‘draw? 


The copy does the rest. 

This’is one of those advertise- 
ments that can be unqualifiedly 
called excellent from every view- 
point. The illustrations tell all of 
the story that they can in so small 
a space, and the effect is well 
balanced and attractive. 

* * cS 

Here is another advertisement 
whose illustration tells its own 
story. 

“The Garter That Walks With 
You” is a good heading, and the 
picture shows, just as far as a pic- 
ture can possibly show, how the 
garter works in order to contrib- 
ute to your comfort and needs. 

It was not an easy matter to 
make a picture of this kind and 
still secure a well-balanced and 


The Carter That Walks 
With You 



















BALL BEARING 
GARTERS 





A at deabers un by ben 
THE C. A FUGARTON MFG CO 
fen oe. wen 





attractive effect, but this advertise- 
ment does it in excellent shape. 
The picture and the display of lines 
taken together are an entire adver- 
tisement in themselves—an import- 
ant thing to achieve when possible. 


A NEW FIELD. OF WOMAN’S 
“WORK 





The woman press agent is no novelty 
in the theatrical field. When she first 
appeared it was predicted that she 
would not last. But she has lasted. 
There are half a dozen women press 
agents now—and good ones—actively 
engaged in obtaining publicity for as 

many theatrical enterprises. 

The manager of the best attended roof 
garden in this city employs a woman 
press agent and he says that no little 
of his success is due to her efforts. She 
was one of the first women press agents 
in the theatrical field.—New York Sun, 


+o 
Tue familiar story of “Aladdin,” tak- 
en from a z00d edition of the Arabian 
Nights, has been made into a_ booklet 
by the Buckeye Electric Co., Cleveland. 
Little advertising is included in the 


book, but after it has made an impres- 
sion more pertinent matter is sent. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas pe window 
cards or circulars, and any other suggestions for bettering this department! 








Your competitors may not give 
you a minute’s worry in a month, 
but if you attack them in your ad- 
vertising, the public is sure to think 
that they are “getting in” a little 
on you and to figure it out that if 
you were not hurt some you 
wouldn’t “holler” so hard. And 
when you knock a single competi- 
tor in such a way as to make 
plain which one it is, the general 
inference will be that that one is 
the particular thorn in your flesh. 
I believe in aggressive advertising, 
in proving whenever possible that 
your goods and service are better, 
that your prices are lower, and in 
making a good deal of noise about 
it whenever you make a “scoop,” as 
the newspaper men say when they 
have the other fellow beaten, by 
the exclusive publication of an im- 
portant news item. But “aggres- 
sive advertising” doesn’t mean the 
calling of even such mild names 
as “monkey” and “fake,” or trying 
to convey the impression-that you 
have a corner on all the brains and 
money that are involved in the re- 
tail merchandising of your entire 
town or city. Such a course is 
neither dignified nor modest, and 
while I have no sympathy with 
those notions of dignity which tie 
one hand and foot to antiquated 
methods and to the stilted and 
stereotyped phrases that marked all 
retailers’ announcements in grand- 
pa’s time, the ad that descends to 
abusive language mixed with un- 
adulterated conceit jars me just as 
it must jar many others to whom 
it is intended to appeal. If you 
have so exceptional an equipment 
of brains and money as to give you 
a positive advantage over your 
competitors, you can’t make that 
fact more apparent or more gen- 
erally accepted as a fact, than by 





appearing to ignore competition, 
forging straight ahead along your 
own superior lines of business pol- 
icy and proving from day to day 
by your merchandise, your prices 
and your service that yours is the 
best store in which to trade. To 
lose your temper, get hysterical and 
try to prove that your competitor 
is a fakir, by advertising the fact 
that he has persistently cut your 
prices, proves nothing at all except 
that you are hurt and sore and lack 
the business sense to conceal it till 
you can “get back” at him in a way 
that will do you good instead of 
positive harm. It is __ perfectly 
legitimate to cut a competitor’s 
price, and decidedly “good busi- 
ness” at times, if no misrepresenta- 
tions are made as to the quality of 
the goods. Certainly it does not 
indicate a surplus of brains to state 
in an ad that the firm who dictates 
prices is the one who first adver- 
tises prices, and to show, in the 
same ad, that though it was the 
first to advertise prices, those 
prices did not stand when a com- 
petitor got out his little hatchet 
and began to cut. The merchant 
who cuts another’s price and meets 
the demand with an_ insufficient 
supply, with inferior goods, or with 
an insufficient selling force, will 
pay the price of his foolishness as 
surely as two and two are four. 
If, in your just wrath, you cannot 
restrain yourself from ‘smiting him, 
do it by indirection, by simply say- 
ing that you have the goods to sell 
at the price named, enough to 
last a certain time, and not simply 
a few pieces with which to lure 
the unsuspecting. Too much 
shouting of “fake” and “monkey” 
will lead people to investigate—a 
habit to which the American public 
is much addicted—and some 0 
those investigations will not bear 
out your accusations. The per- 
sistent price cutter is very annoy- 
ing, for one can never be quite sure 
that one has “dictated” the price 














till he is heard from. Perhaps the 
safest way to deal with him is 
to not make little cuts every day, 
accompanied by a great deal of 
noise, but to cut once in a while 
and cut so deeply as to discourage 
him from following, or, at least, 
from going still deeper. Another 
way, which is not new but is often 
effective, is to send people around 
and buy his small supply, piece- 
meal, as soon as his sale is open, 
thus forcing him to disappoint 
everybody who follows your buy- 
ers. The practicability of this 
little scheme depends somewhat 
upon the nature of the gouds and 
your competitor’s nearness to his 
base of supply. Of course, I have 
no accurate knowledge of all the 
conditions that inspired this public 
attack, but I cannot imagine condi- 
tions that would justify it or make 
it good advertising, so I unhesitat- 
ingly hold it up as a horrible ex- 
ample that is quite as dangerous to 
the people behind it as to those at 
whom it is aimed. 

THE FIRM WITH THE MONEY 
AND THE BRAINS DICTATE 
PRICES. 

WATCHES AND APES ALL 

HE SEES. 

It has been often demonstrated that 
to expose a “‘fake sale’? by some mer- 
chant, his peanut caliber soon shows it- 
self in coarse blotches. We _ recently 
exposed a fake sale of the Sweetser, 
Pembrook & Co.’s stock by a Broadway 
store, which was done in justice to all 
honest merchants and_ to protect the 
public from humbug. That “fake sale” 
measured the man and put the stamp 
of dishonesty on his methods. The 
latest effusion of this “mental prodigy” 
calls for another public reprimand from 
A. Hamburger & Sons. Any “sop head” 
merchant can sell Amoskeag Ginghams 
at 4c. a yard—it does not require brains 
to sell goods for less than cost; nor 
does it reflect any credit on the genius 
and mercantile greatness of the “Don’t 
Worry” concern to come around to our 
windows, see that we have Amoskeag 
Ginghams marked at 5c. and two days 
later to advertise them at 43%c. That 
is the “monkey” merchant’s methods— 
apes everything he sees. 

“What others advertise we sell for 
less” has a genuine ring to it at Ham- 
burger’s; so when the “prodigy” sold 
Amoskeag Ginghams at 4%c., we sold 
them at 4%4c., when he sold them at qc., 
we sold them at 334.; and when he sold 
them at 3c., we sold them at 234c.—so 
when it comes to losing money, it will 
soon be in evidence that Hamburgers 
can lose $5.00 to the other fellow’s 
$1.00; and if it is necessary to protect 
our patrons and our principle we will 
lose every dollar we have, or enough of 


THE MONKEY 
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into bankruptcy. We stand for clean 
merchandising and will protect the pub- 
lic. You know what Hamburgers have 
done—we have stood the boycott for 
three and a half years rather than sacri- 
fice principle—of which the other fellow 
is absolutely devoid. 

Who Dictates Prices? It is the firm 
who first advertises a price—not the 
monkey that waits to see what others 
do and then imitates. Mme. Pott’s sad 
irons were never advertised by him be- 
fore Tuesday less than 85c. per set, and 
for his 69c. with two or three sets of 
irons shown only in a dingy corner of a 
musty basement, a single pair of stairs 
was sufficient to accommodate the _ pat- 
rons, whereas our three elevators that 
lead to our well-lighted fourth floor 
where one thousand sets of Mme. Pott’s 
irons were on sale at 65c. were kept 
busy all day Tuesday and “Watch ’em 
Grow’s” two to-yard pieces of brown 
gingham at 3c. as seen at 10 a. m. was 
in poor contrast to the fifty full pieces 
we were offering in all pon at 2c. 
Unscrupulous stores of this city will 
cease duping the public or we will con- 
stantly show them up. 


Not New, But Just as Good as When 
It Was. 





New Furniture 
Combinations, 


How you will enthuse 
when you walk about on 
our furniture floors and 
take in the hordes of beau- 
tiful pieces and sets. Here 
you see New Furniture— 
the Newest of the New. Not 


an old piece in sight. We 
have three times as much 
real fine furniture as any 
other store—fine but not 


high priced. For your own 
Satisfaction you should look 


around and compare. We 
submit three low priced 
combinations for your con- 
sideration: 

Bedroom Outfit for 
$29.50. Twelve pieces, in- 
cluding ~ handsome Oak 


Dresser with cheval mirror, 
bedstead, wash stand, table, 
two chairs, rocker, towel 
rack, spring mattress and 
two pillows. Value $36.75. 

Dining Room for $36. 
Golden Oak Sideboard with 
fluted posts, French plate 
mirror, swell quartered oak 
top drawer; six-foot exten- 
sion table with fluted legs, 
and six dining chairs. Value 


$44. 

Parlor Suits for $55. An 
unusually handsome _five- 
iece Parlor Suite in ma- 
ao finish, upholstered 
in fine silk damask. Wood 
work is richly carved and 
polished. Value $73. 
NEAL, GOFF & INGLISS 

COMPANY, 
Hartford, Conn. 











it to bring the “fake merchant” again 
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The Evening Journal, of Wilm- 


ington, Del., has an “idea factory” 
for the benefit of its advertisers— 
a bit of enterprise that invariably 
brings its own reward. It sends 
some of the factory’s output, a 
bunch of ads for a biscuit baker, 


in which the famous Mr. Pewee 
exploits the merits of a ginger 
wafer in an interesting way, and 


though these come under the head. 


the retail 
useful hints 


of general advertising, 
baker may find some 
in them. 

“me and santa claus”’ 
“are the children’s pest 
big folks like me too. | 
i'm the gingeriest ginger wafer 
made of ginger. 56 of me in 


says “Pee Wee” 
liked friends 
ever 


an “‘aer 


tite” package at your grocer’s for 
cents.’ 
w. & j. lang co., 
fifth and french streets. 
wilmington, del. 
This One, From Washington, DB. Gi 


Makes Very Good Use of Very Small 
Space, 


Roof Men 
of Ability. 


We're 





practical 
pert roof men. Every 
is done right and is 
guaranteed. We paint 
repair roofs. 


ROOFING CO., (Inc.), | 


ands ex- 
job 
fully 


and 


Jos. L. Strouse, Mgr. 
Washington, D. C. 





Fowler Says Wisely 


and Well. 





| Fowler Says 
Buy Good 
Witch Hazel. 


We sell Extract of Witch 
Hazel, the best and strong- 
est that it is possible to 
make. The first run (which 
is the best) from the still. 
There is not a drop of any- 
thing added. It is Witch 
Hazel and nothing else. We 
leave you to add water—if 
you care to. After you have 
become disgusted with the 
ordinary sour, watery kind, 
buy a bottle of ours and 
see the difference. 

Full Pint 25 


E. G. FOWLER, 
10 Dexter 
Established 186s. 
Open All Night. 


Montgomery, Ala. 


cents. | 


Druggist, 
Ave., 
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For a De —, = ’ho Wants to Work in 
» Evening, 


ibe _ 
, 
We Do Dental 
Work Evenings, | 
The working day closes at | 
nine o’clock in the evening 
in these Dental Parlors. 
Those of you who cannot 
come here during the day 
time can get just as good 
service in the evening. A 
Crown and Bridge Work is 
under the care of skilled 
specialists who do nothing 
but attend to this branch. 
We promise you _ perfectly 
painless work, using 
karat gold, for only $: 
tooth. We guarantee al 
our work to last—if 
trouble we will make it 
good or return your moncy. 
Maid in Attendance. | 
NEW YORK DENTAL 
PARLORS, 
Dr. Alex. McKirgan, 
184 Main Street, 
Paterson, N. | 





> —w 
t 





An Excellent Pe of 


Style. 


the Direct 


‘ 


| Building A House 


Ask anyone who has gone 





| through the house building 
| business and they will tel! 
you not to slight one feat- 
ure of the plumbing and | 
heating. | 
Now, in_ heating and | 
plumbing we want you to 
understand that we can do 


anything in that line and do 
it well. 

We have long experience, 
we have the most skillful 
workingmen of the craft— 
we have every facility for 
doing the work perfectly 
and at moderate cost. 

Bring in the plans 
specifications of your 
house—and 


and 
new 


we will examine | 
them and tell you just how 
much we will do the work 
for and do it properly. 
We won't charge you a | 
cent for our estimate. 
| 


If you’ve a plan in your 
mind in regard to the heat- 
ing and plumbing, talk to us 
about it, we may be able to 
give you some _ information 
of a helpful character. 

We can refer to hundreds 
of jobs done faithfully and 
satisfactorily. 


J. LYON & SONS, 
Phone 868. 20 Central Row. 
| Hartford, Cnno. 

















Some Way, 
Cash. 
Tells Just How Much More. 
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“Small Space Well Used.” 


Than Those Who 
This ‘Ad, Says So, 


Everybody Knows, or Ought to Know, 


That the Credit Buyer Pays More, in 


Pay 





Diamonds on 
Installments. 


As our prices on dia- 
monds are the lowest in the 
Soutn we can sell on install- 
ments med to those of un- 
questionable financial __re- 
sponsibility. Our terms, 
briefly, are: One-fourth 
cash, the balance in six 
equal monthly payments. 
All our diamonds are mark- 
ed in plain figures, and in 
installment selling we charge 


an advance of 5 per cent 
over the cash price—this 
applying to the deferred 


payments only. This slight 
advance is obviously requir- 
ed for extra trouble and 
time involved. Diamonds 
sent to responsible people 
anywhere for inspection— 
we pay charges both ways. 

Ask for our Diamond 
Book and our large cata- 
logue of jewelry, the latter 
solidly filled with illustra- 
tions and descriptions. Both 
free. 

GEO. T. BRODNAX, Inc., 
Importing Jewelers & Dia- 
mond Merchants, 
Memphis, Tenn. 
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Even 


Better Than The Manufacturer’s 


Own Advertising. 








A New Safety Razor 
No stropping. No honing. 
Simply a thin two edged 

blade that you use until dull 

and then throw away. 

A dozen of these blades 
and the complete razor and 
outfit for $5. 

When the first dozen 
blades are dull return them 
without rust or nicks and 


receive a fresh half-dozen 
free. 

~~ that the blades cost 
$1 a dozen. 


Men who have tried them 
say they average at least 
10 shaves to a blade. 

That’s at least 120 shaves 
for $1. Costs that much to 
have your razor honed and 
sharpened. 

Besides there is no strop 
nor sharpening machine to 
bother with. 

Traveling men say it is 
the greatest thing ever 


brought out in razors. 
Ask for the “Gillette.” 
Sold only here. 
WANAMAKER, 
Philadelphia. 











Plainly, and 











Your Lunch To- 
day. 

Pork spareribs with hot 
slaw is among some of the 
good things on our mer- 
chants’ 25c. lunch to-day. 
This is a_ delicious dish 
when properly prepared. 

Beer or wine free with 
lunch. 

WHITE’S RESTAURANT 
AND CAFE. 

Lunch 11.30 to 2. 
Riverside and Washington 
Street, 

Spokane, Wash. 
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There is Nothing the Matter With This 


One, 


Except, Perhaps, 


Not Name the Rate of Interest. 


An 








Laid Off 
Laid Up 
Laid Away 


Mr. Wage Earner: 
Did you ever think what 
might happen to you or to 


your family if any of above 
should find you with no 
flaur in the bin, and no 
money in the purse? 


Wouldn’t it be wise for you 
to provide against that day, 
and to begin Now? 

Our savings bank accom- 
modates all who wish to lay 
aside small sums. Interest 
paid on all deposits. 

THE STATE SAVINGS & 
TRUST CO., 


Texarkana, Ark. 








Excellent 








aria 


Did you ever wear Vici 
Kid shoes? 

High time you did then! 

Soft, comforting leather it 
is—stretches just enough— 
makes your feet feel sort of 
friendly, right away. 

And how it does wear— 
sure to suit you—from start 
to finish—it won’t crack— 


and it takes an excellent 
polish. 
Our “Milford” shoes—in 
Vici Kid—cost $3.00. 
“MILFORD,” 
35 Church Street., 


New Haven, Conn, 








That it Does 


Ad for Vici Kid Shoes. 
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Rowell’s American Newspaper Directory gives the circulation ratings of 
the newspapers for the past year and for the ten preceding years, thus show. 
ing the tendency to increase or decrease. It also publishes numerous symbols 
which, if noted, tell a series of interesting facts such as an advertiser likes to 
know. These symbols have meanings explained below: 





SIGNS FOLLOWING CIRCULATION FIGURES. a 


(aaa) These circulation figures are from a report of an examination made by the Associa- 
TION OF AMERICAN ADVERTISERS. 

(bb) In numerous instances where the Sunday circulation of a paper is larger than fo; 
the other days of the week, the publisher is inclined to have it wldioned in with the pix 
datly issues, thereby securing a higher rating for the daily than the facts would entitle 
him to. Such daily circulation rating are designated by two lower casv b’s (bb) affixed to 
the Arabic figures. 

F (@ ©) Advertisers: valne oie paper moore for the stase, bes quality pod we circulation than 
or the mere number of_copies printed. Amon e old chemists was symbolli 
represented by the sign O_ Webster's Dictionary. - P —- 
??) This — is applied in cases whére a publisher expresses himself dissatisfied 
with the rating accorded, but unwilling to convey information that will warrant a 
higher rating. i 
(++) These + plus and minus stgns indicate that distinctly separate circulation state- 
ments made by this paper at different times, but covering the saiae period, fail to agree. 
(1!) The general advertiser ought to make himself well acquainted with the merits of th 
publication before contracting with it for advertising space: ” 
(++) This publication is “a kicker ”—unfriendly to the objects of the Newspaper Direct- 
ory and gives little information. . 
(++) This publication admits that a correct circulation report would show lower figures 
than those credited in the last report. 

ft, A) No recent information or late copy of this publication has been received at 

thee oftice of the Directory, and it may have ceased publication altogether. 


(AA) The name of this paper has been heard mentioned and has had my in one or 
more lists purporting to catalogue the papers of the'State, but the.editor of the American 
Newspaper Directory is not in possession of satisfactory proof that it ever became an 
established publication. . 


OO) The editor of this Directory does not remember that this paper has ever placed on 
file any claim to a higher circulation rating than is here accorded. ° o 


(@@) This paper has, on one or more occasions, indicated a desire for a higher rating 
than was accorded in this book, but such definite information as would warrant a higher 
rating than is now given has not been obtained. 


4 Sn accuracy of this rating has been, questioned by one or more persons who claim . 
to have facilities for knowing the facts. 


4% The accuracy of this rating has been questioned by one or more persons who claim 
to have facilities for knowing the facts, and it is feared that the doubts expressed do rest 
upon a substantial foundation. 


iy The editor of the American Newspaper Directory has offered to verify the correct- 
ness of a circulation statement furnished by this paper, provided the publisher of the 
paper would agree to place the necessary facilities at his dis 1. It was stipula 
that the verification should be without cost to the = of the paper, but to this offer 
the — response was not such as to entirely remove the impression of doubt that 
had been cast on the accuracy of the statement furnished. 


Revision Date: The figures (in brackets) Spiowing Oe description of a paper, and pre- 
ceding the circulation rating, fix the date of the latest revision of the description. For 
example: (1—i) means that the description was revised and verified during the first month 
of the year 194. If the final figure is followed by the letter P, thus (i—4 P), it means that 
the last verification of the description was based upop an examination of a copy of the 
r of abouf that date without the aid of any report or other information from the pub: 


is er. 


There are many persons who are unwilling to look up the meanings of so 
many cabalistic.characters. There are some who would not care to be 
informed whether a son is in Congress or State prison: but the Directory is 
intended for the use of advertisers who really wish to know what the facts 
are about the paper whose report they are examining. It is to these that 
Rowell’s American Newspaper Directory seems cheap at ten dollars, while 
books sold for five dollars or three, or given away, are deemed more expensive, 
because instead of informing they mislead. The issue of Rowell’s American 
Newspaper Directory for 1904, the thirty-sixth year of its publication, is now 
ready for delivery. 


PRICE TEN DOLLARS-NET CASH. 
Checks may be made payable to 
CHAS. J. ZINGG, Bus, MGR., 10 SPRUCE STREET, NEW YORK. 
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